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So, What’s Next for Computers
CSUSB students visit China’s
Stock Exchange
Students from Cal State San
Bernardino's International
Studies program got a taste of
China’s burgeoning stock mar-
ket exchange during a
September visit to Taiwan and
China.
The visit was part of Cal
State San Bernardino’s study
abroad program, specifically focusing on doing business with China
and Taiwan. The 29 M.B.A. students were accompanied by professor
Frank Lin, CSUSB’s associate dean of graduate and international
programs, and Dong Man Kim, a CSUSB professor of accounting
and finance.
The students visited Taiwan from Sept. 5-9, and then went to
Shanghai from Sept. 9-14 and Beijing from Sept.14-19. At each stop,
a Chinese university played host to the students and their instructors.
On their third day in Beijing, the students visited the China
Beijing Equity Exchange or CBEX, which is similar to the New York
Stock Exchange, Lin said. There, the students met with the CBEX
chairman, Xiong Yan and the vice president of CBEX, Fang Jianguo.
Lin said one of the highlights during the visit was that the CBEX
trading screen changed to “Welcome MBA Students from College of
Business and Public Administration, California State University San
Bernardino visiting CBEX.” The welcome display alternated in
English and Chinese.
After visiting the CBEX transaction floor, Yan introduced the stu-
dents to the international challenges for state-owned equity transac-
tion and other countries’ malprac- continued on page 39
Desert Cancer
Foundation Elects
2010-2011 Board
Officers
Desert Cancer Foundation
has announced the organiza-
tion’s new officers for the
2010-2011 year.
They are President Stephen
A. Christian, Vice
President/Senior Private
Banker at Wells Fargo Private
Banking, and Treasurer Julia
Burt, principal of Julia Burt
Law & El Paseo Law Group.
Stephen A. Christian
continued on page 39
10 Keys to E-mail
Success
Following are 10 keys to e-
mail success:
• What time your busi-
ness to business e-mails should
be sent out and at what inter-
vals so that they generate the
best results.
• How to diversify and
customize your e-mail content
and subject lines so that your
messages won’t look like
spam.
• How quickly you
should follow up your e-mail
campaign to ensure interested
customers don’t lose interest
or take their business else-
where.
• How to steer clear of
spam catches.
E-mail marketing can be
powerful and cost effective...
...if done correctly.
A lot of companies are
using e-mail marketing to
continued on page 3 EB5 Visa Program at Victorville
Halted by USCIS
U.S. Citizenship and Immigration Services (USCIS) has ended
Victorville Regional Center’s ability to raise funds through the EB-
5 Visa Program.
The move comes after two “Notice of Intent to Terminate” let-
ters were sent to the center earlier this year. Each notice detailed
problems USCIS had with a number of
Victorville’s projects, most notably a waste-
water treatment facility for which the regional
center was counting jobs created at a nearby
Dr. Pepper-Snapple bottling plant on its per-
investor totals. It seems Victorville was cred-
iting its project with creation of these jobs
since the bottling plant was a consumer of the
service provided by the wastewater facility.
USCIS did not agree. The regional center
has now ceased operation and its website is
down.
Last month, the Victorville Daily Press
reported that 28 investors had already agreed to help fund
Victorville’s EB5 visa projects so they could receive their immi-
grant investor green cards.
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Mark Your Calendar
The opening ceremony of Wakunaga of America’s new
plant in the County of Riverside will be held on Jan. 27th, 2011
at 11:00 a.m.
The new pharmaceutical plant is located at 11216
Philadelphia Avenue in Mira Loma.  The Wakunaga family and
the chief executive officer of U.S. operations, Kenro
Nakamura, will open this state-of-the-art research, production
and distribution center.  
Wakunaga of America Co., Ltd. engages in the research,
development, manufacture, and marketing of medicinal herbs
and nutritional supplements. The company provides odorless
aged garlic extracts in the form of oils and powders, green
products, and digestion probiotics and enzymes. Its products
are used to enhance the immune system and support the body’s
natural self-healing power to maintain good health. The com-
pany was founded in 1972 and is based in Mission Viejo.
Wakunaga of America Co., Ltd. operates as a subsidiary of
Wakunaga Pharmaceutical Co., Ltd.
Adding 100 new employees in December and adding anoth-
er 100 new jobs later in the year at the same plant, Wakunaga
will be producing, developing, manufacturing, and shipping to
46 countries from its Mira Loma plant.
This international leader in health products represents for-
eign direct investment within the county that will create jobs
here for our residents rather than shipping jobs off shore.  This
firm is privately owned by the Wakunaga family and reports
annual sales revenues in the billions.
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REAL ESTATE NOTES
Inland Empire Industrial Showing Signs of Improvement—
Office Lagging
The following summary is a brief overview of the Inland Empire
industrial and office markets during the third quarter of 2010. It was
provided by Grubb & Ellis, a leading, national real estate services
firm and one of the more active brokerage companies in the region. 
INDUSTRIAL
• The Inland Empire industrial vacancy rate decreased 70 basis
points during the third quarter to 10.8 percent. 
• The industrial market experienced roughly 3.4 msf of positive
net absorption, bringing the year-to-date absorption levels to approx-
imately 10.3 msf. 
• The warehouse/distribution property sector accounted for 3.1
msf of the total positive net absorption during the third quarter. This
is primarily due to a trend that has been apparent since the first quar-
ter of 2009 which shows that sale and lease activity in the Inland
Empire is very strong for space in excess of 100k sf. 
• The Ontario/Mira Loma submarket posted more than 1 msf of
positive absorption in the third quarter, a significant increase from the
60k sf of positive net absorption experienced during the first six
months of the year. The increase was largely from Restoration
Hardware taking occupancy of an 866k sf facility in Mira Loma.
Additionally, these submarkets remain attractive options to Los
Angeles-based tenants who are seeking consolidation options but
want to remain within reasonable proximity to Southern California’s
ports. 
• The monthly average asking rental rate for warehouse/distri-
bution space declined $0.01 to $0.30 per square foot per month, while
R&D/flex asking rental rates remained flat at $0.59 per square foot
per month. 
• Space under construction in the Inland Empire increased to
nearly 3 msf during the third quarter after Castle & Cook began
developing its 520k sf, build-to-suit cross-dock facility in Riverside.
The project is expected to be completed in early 2011. Current under
construction activity stems from owner-built and build-to-suit proj-
ects; there is no speculative development underway. 
• Approximately 6.8 msf of space was sold or leased during the
third quarter, bringing the year-to-date total to 23.7 msf. 
Analysis: The Inland Empire industrial market is slowly showing
signs of improvement, which is apparent from the decreasing vacan-
cy rate and increasing absorption levels. Still, of the 23.7 msf of
space that has been sold and leased year-to-date, there was only 10.3
msf of absorption. This suggests that the majority of the activity with-
in the market has been self-contained and that many companies with
an existing presence in the Inland Empire are renewing, consolidat-
ing or downsizing their operations. Companies that are expanding
include Summer Infant Inc, which committed to a 459k sf distribu-
tion center in Riverside, tripling the size of its previous space, and
Chinese Laundry, which doubled its local operational capacity by
purchasing a 264.7k sf building in Ontario. Looking forward, the
Inland Empire industrial market is expected to see modest growth in
2011 due to the fact that national continued on page 11
accomplish a variety of objectives,
and a lot of companies are making
critical mistakes. Many companies
are even unknowingly opening themselves up to significant liabil-
ity by failing to meet CAN-SPAM compliance requirements.
10. Delivery Timing: Be conscientious of the times, dates,
days of the weeks, and frequency with which the e-mails are
delivered. There are a large number of theories regarding the best
e-mail delivery times, but in general you can be sure that Tuesday
through Thursday is your best delivery window for business-to-
business e-mails, and, in general, you want to get the e-mails into
the recipients’ inbox during their working hours. E-mails sent in
the middle of the night are more likely to be spam and more like-
ly to be viewed as such. If you can tweak your delivery settings to
allow for a slight delay between each e-mail, that has also been
shown to improve results. Also, if you send out 1,000 e-mails a
day spread out over 10 days, you will generally get better results
than 10,000 e-mails all sent in one day.
9. Diversify and Customize: Use a variety of e-mail content
and subject lines when possible. This will make your e-mails look
less like spam as they hit corporate servers and you will avoid the
“all eggs in one basket” scenario. By diversifying you can also
target the message more specifically to particular industries, title
types, geographies, etc. A more specifically targeted e-mail, with
customized content for a specific sub-group, make a message even
more relevant to the recipient and will yield better results.
8. Follow-up Immediately: Follow up with results from your
e-mail campaign immediately, not a few days later, or a week
later. A real person would follow up with a response that they
received from an e-mail that they sent out almost immediately—
you should be set up to do the same.
7. Avoid Spam Catches: There are a million of these that you
can unknowingly include in you e-mail content, but the general
rule of thumb is: don’t sound like a cheese commercial, and you
are less likely to be perceived as one. More specific examples
include: Don’t put lots of text in ALL CAPS, don’t use words like
“free” and “discount” frequently (and never in the subject line),
don’t use the words “remove,” or “unsubscribe” in your unsub-
scribe instructions. If you are clever, you can incorporate your
unsubscribe instructions into a confidentiality agreement at the
bottom of your e-mail.
10 Keys...
continued from pg. 1
continued on page 31
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profile by John Husing, Ph.D. provides a good source of
information and available data for population, taxable
sales, assessed valuation, housing prices and volumes,
and income for Inland Empire’s 50 cities. . . . . . . . . . . . . . . 7
Who Owns Your Strategy? Having a good and great 
strategy is critical to organizational success.  With all 
good resources, most organizations largely fail to 
successfully implement their strategy.  Why? The answer 
can be found in who actually owns the strategy. . . . . . . . . . 8
Top Ten Pitfalls to Avoid When Going Social in the 
Business World If you are looking for fans, followers, 
and friends to build a Social Nation around your business, 
don’t panic, says Barry Libert. There is simple advice that 
will help businesses avoid the pitfalls and make a strong 
online impact. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 10
What Your Customers Really Want (Hint:  It’s Not 
Just Price!) If you think the price of your products or 
services is the reason you are attracting or not attracting 
and maintaining customers, think again. Customers are 
savvy and want much more from their relationship with 
your company than just a low cost. . . . . . . . . . . . . . . . . . . 13
How to Improve Planning Session Participation If you 
struggle with participation challenges in your company’s 
planning activities, Hardy Smith outlines eight tips to help 
make your sessions successful. . . . . . . . . . . . . . . . . . . . . . 17
Veterans vs. Hot Shot Newbies:  Relieving Tension in 
the Workplace When there is tension, resentment, and 
frustration in the background between you and your 
direct reports, you lose money. . . . . . . . . . . . . . . . . . . . . . 29
Columns
Real Estate Notes. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 3
The Lists:
Commercial Building Developers. . . . . . . . . . . . . . . . . . 6
Title Companies Serving the Inland Empire. . . . . . . . . . . 15
Commercial Real Estate Developers. . . . . . . . . . . . . . . . 18 
Mortgage Lenders Serving the Inland Empire. . . . . . . . . 20
Managing. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 8 & 17
Investments and Finance. . . . . . . . . . . . . . . . . . . . . . . . . . . . 9
Sales and Social Networking. . . . . . . . . . . . . . . . . . . . . . . . . 10
Close-up. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 12
Sales. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 13
Corporate Profile. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 14
Inland Empire People and Events. . . . . . . . . . . . . . . . . . . . . . 27
Management. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 29
Computer Column. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 32
Restaurant Review. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 35
Manager’s Bookshelf. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 38
New Business Lists:
County of San Bernardino. . . . . . . . . . . . . . . . . . . . . . . . 40
County of Riverside. . . . . . . . . . . . . . . . . . . . . . . . . . . . . 41
Executive Time Out. . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 43
SUBSCRIBE NOW!
I want to subscribe to the Inland Empire Business Journal
One year $24 annual subscription Two Year $48 — Includes 2010 
My check is enclosed Book of Lists (A $39 Value)
Charge to my credit card: Master Card Visa
Exp. Date
Credit Card No.
Signature
Company
Name
Address
City/State
Zip
Phone#
Make checks payable to: Inland Empire Business Journal
P.O. Box 1979, Rancho Cucamonga, CA 91729
For more information, call (909) 605-8800/Fax (909) 605-6688
Yes
November 2010
BUSINESS JOURNAL • PAGE 5
PUBLISHER’S ADVISORY BOARD
Julian Nava, Ph.D., Former U.S. Ambassador to Mexico
Barbara L. Crouch, Human Resource Consultant
Cliff Cummings, Toyota of San Bernardino
PUBLISHED BY BOARD CHAIRMAN
Daily Planet Communications, Inc. William Anthony
MANAGING EDITOR ACCOUNT EXECUTIVE
Ingrid Anthony Mitch Huffman
STAFF
Travel Editor: Camille Bounds Art Director: Jonathan Serafin
Administrative Asst.: Jonathan Siu Sales: Mitch Huffman
Consultant: Mel Pervais 
CORRESPONDENTS AND COLUMNISTS
Fred Williamson Joe Lyons Henry Holzman Hardy Smith
J. Allen Leinberger Dr. Venus Opai Reese Walt Zeglinski Barry Libert
John E. Husing, Ph.D. Martin C. VanDerSchouw
Vol. 22,  No. 11, November  2010 --- Inland Empire Business Journal is published monthly by Daily
Planet Communications, Inc., 1801 Excise Street, Suite 111, Ontario, CA 19761.  (909) 605-8800.
Bulk rate U.S. postage paid, Ontario, CA, permit No. 1.  Send address changes to:  Inland Empire
Business Journal, P.O. Box 1979, Rancho Cucamonga, CA 91729.  Information in the Inland
Empire Business Journal is deemed to be reliable, but the accuracy of this information cannot be
guaranteed.  The management of the Inland Empire Business Journal does not promote or encour-
age the use of any product or service advertised herein for any purpose, or for the purpose or sale
of any security.  “Inland Empire Business Journal” trademark registered in the U.S. Patent Office
1988 by Daily Planet Communications, Inc.  All rights reserved.  Manuscripts or artwork submit-
ted to the Inland Empire Business Journal for publication should be accompanied by self-addressed,
return envelope with correct postage.  The publisher assumes no responsibility for their return.
Opinions expressed in commentaries are those of the author, and not necessarily those of the Inland
Empire Business Journal.  Subscription payment must accompany all orders for the monthly jour-
nal or annual Book of Lists.  Copyright  2009 Daily Planet Communications, Inc.
Quotations on Marriage
I’ve had an exciting life.  I married for love and got a little
money along with it.
Rose Kennedy
Being divorced is like being hit by a Mack truck.  If  you
live through it, you start looking very carefully to the right and
to the left.
Jean Kerr
Where there’s marriage without love, there will be love
without marriage.
Benjamin Franklin
I’ve never thought about divorce.  I’ve thought about mur-
der, but never divorce.
Dr. Joyce Brothers
Chains do not hold a marriage together.  It is threads, hun-
dreds of tiny threads which sew people together through the
years.
Simone Signoret
Don’t marry a man to reform him—that’s what reform
schools are for.
Mae West
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Waste Watchers
Taxpayers are shocked to learn that California welfare cash is
apparently benefiting tourist destinations in other states and territo-
ries. State welfare recipients have collected $11.8 million through
ATMs in Las Vegas, according to recent news reports, but that turns
out to be only the tip of the iceberg.
An article in The Los Angeles Times, reported, “More than $69
million in California welfare money, meant to help the needy pay
their rent and clothe their children, has been spent or withdrawn out-
side the state in recent years, including millions in Las Vegas, hun-
dreds of thousands in Hawaii and thousands on cruise ships sailing
from Miami….The money was accessed from January 2007 through
May 2010…,” the newspaper said.
There is no rule preventing welfare recipients from going outside
of California, but the locations of many transactions are sure to raise
eyebrows. “State-issued aid cards have been used at hotels, shops,
restaurants, ATMs and other places in 49 other states, the U.S. Virgin
Islands and Guam,” The Times reported.
Transactions included round-trip flights from Los Angeles to
Honolulu and cash withdrawals on all the major islands of Hawaii.
The famed Las Vegas Strip appears to have benefited along with
welfare recipients. “Although many Las Vegas casinos block the use
of welfare cards in ATMs on gambling floors,” The Times said, most
of the cash withdrawals were from businesses on or near the Strip.
Other transactions cited by The Times were in a trendy area of
South Beach, Florida, at Walt Disney World, and on 14 cruise ships
sailing from ports around the world.
“The out-of-state spending accounts for less than 1% of the
$10.8 billion spent by welfare recipients during the period covered
and advocates note that there are legitimate reasons to spend aid
money outside of California. From the data provided, it cannot be
determined whether any of the expenditures resulted from fraud.”
However, “24% of all new welfare applications… contain some
form of fraud,” the San Diego County district attorney’s office told
the newspaper. “We look for patterns of abuse.” Other counties cited
a lack of resources for their inability to pursue welfare fraud.
“A state audit last year found that none of California’s 58 coun-
ties was adequately following up on information that could help root
out fraud, including monthly computer matches that list clients who
are receiving duplicate aid from other states, those who are ineligi-
ble because they’re in prison and others who have died,” The Times
said.
Taxpayers have been willing to help the state’s neediest resi-
dents, but they don’t expect to support welfare recipients as they
vacation in other parts of the country—especially now that many
taxpayers have cut vacation plans of their own.
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Commercial Building Developers
(Ranked by total square feet developed thru September 2009)
Company I.E. Development Current Projects: Proposed Projects: Locations of Projects Employees: Top Local Executive
Address Completed Thru Sept. 2009 Companywide Square Footage I.E. Title
City, State, Zip (Total Square Footage) # of I.E. Projects Years to Complete Companywide Phone/Fax
Market Value I.E. E-Mail Address
ProLogis 7,800,000 na WND WND 15 Tyson Cheve
1. 4100 E. Mission Blvd., #500 150 President
Ontario, CA 91761 (909)673-8700/673-8702
www.prologis.com
Western Realco 5,200,000 2,800,000 Ontario, 4 Gary Edwards
2. 500 Newport Center Dr., Suite 630 Rancho Cucamonga Vice President
Newport Beach, CA 92625 $42,000,000 (949)720-3787/720-3790
Sares-Regis Group 4,000,000 2 WND Los Angeles, 18 John Hagestad
3. 18802 Bardeen Avenue 6 Orange County 450 Managing Director
Irvine, CA 92612-1521 na (949)756-5959/756-5955
Ontario Mills 2,500,000 16 12,000,000 Ontario na Marc Smith
4. One Mills Circle, Suite 1 2 6 General Manager
Ontario, CA 91764-5200 na (909)484-8301/484-8306
Hunco Development, Inc. 1,825,000 4 WND Murrieta, 8 Krista Hundley
5. 42389 Winchester Road Suite B Ontario Manager
Temecula, CA 92560 na (951)296-5225x14/296-5226
www.huncompi.com
Glenbourough Realty Trust Inc. 1,589,000 1 1,000,000 San Bernardino 6 Betty Rader
6. 650 E. Hospitality Lane, Suite 150 General Manager
San Bernardino, CA 92408 (909)381-5301/885-7127
Pannattoni Development Company 1,122,000 4 na Ontario 15 Jeff Phelan
7. 2131 S. Grove Ave., Ste. M Principal
Ontario, CA 91761 na (909)673-0064/673-1986
EJM Development Company 900,000 2 2,850,000 Ontario, Oxnard, 2 Bret A. Mackay
8. 9061 Santa Monica Blvd. Phoenix, Las Vegas, 50 Vice President, Development
Los Angeles, CA 90069 na Ventura (310)278-1830/278-2965
www.ejmdevelopment.com
Turner Development Corporation 745,000 1 WND Inland Empire 2 Rusty Turner
9. 1200 Quail Street, Suite 160 President
Newport Beach, CA 92660 na (949)757-5400/955-1328
Riverside Commercial Investors (RCI) 700,000 7 3,2300,000 Ontario, 6 Rufus Barkley/Darrell Butler
10. 3685 Main Street, Suite 220 7 4 Riverside, 7 Partners
Riverside, CA 92501 na Redlands (951)788-6100/784-1524
A.H. Reiter Development Company 600,000 3 0 Rancho Cucamonga, 18 A.H. Reiter
11. 9650 Business Center Drive Ontario Owner
Rancho Cucamonga, CA 91730 na (909)980-1643/989-0446
Opus West Corporation 600,000 2 1,200,000 Chino Hills 7-10 Paul Marshall
12. 2020 Main Street, Suite 800 60+ 2 100 President
Irvine, CA 92614 35,000,000 (949)622-3450/622-1951
www.opuswest.com
The Magnon Companies 479,700 479,700 Riverside, 12 Ray Magnon
13. 1650 Spruce Street, Suite 400 Ontario 12 President
Riverside, CA 92507 $21,000,000 (951)684-0860/784-2545
The Chank Group 380,000 1 275,100 Indio 6 Larry Chank
14. 44-919 Golf Center Parkway, Suite 9 8 CEO
Indio, CA 92201 na (760)347-3469/342-2791
Lord Banltimore Properties 335,000 10 95,000 Inland Empire 5 Thomas E. Anthony
15. 4200 Concours, Suite 325 3 1 34 District Manager/Vice President
Ontario, CA 91764 na (909)941-8555/466-1526
Investment Building Group 330,000 WND Riverside, 3 Brian Bargemann
16. 4100 Newport Place, Suite 750 San Bernardino, Vice President
Newport Beach, CA 92660 WND Rialto (949)263-1111/263-1120
www.ibg-usa.com
Master Development Corporation 330,000 4 70,000 Ontario, 4 Bruce McDonald
17. 1401 Quail Street, Suite 100 1 Rancho Cucamonga 13 President
Newport Beach, CA 92660 WND (949)724-8886/724/8887
Cabazon Band of Mission Indians 170,000 6 WND Coachella Valley 510 Ted Newman
18. 84-245 Indio Springs Drive 6 540 Planning Director
Indio, CA 92203 na (760)342-2593/347-7880
Affiliates Construction Co., Inc. 168,000 6 250,000 Coachella Valley 38 Wesley Oliphant
19. 77-900 Avenue of the States 2 Vice President
Palm Desert, CA 92211 $18,000,000 (760)345-2626/345-5501
continued on page. 15
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Often, questions are asked about the relative strengths of the
Inland Empire’s 50 cities (51 next year). The annual Inland
Empire City Profile (Exhibits 1 & 2) provides a good source of
the information. The sources are the most recently available data
for population, taxable sales, assessed valuation, bank deposits,
housing prices and volumes, and income.
Population. From 2000-2010, the CA Finance Department
reports that the Inland Empire added 957,158 people to reach
4,212,684, a 2.6% compound growth rate including 1.1% in
2009-2010. Eleven cities now have over 100,000 people, led by
Riverside (304,051) and San Bernardino (204,800) followed by
Fontana (190,356) and Moreno Valley (188,537). The two
newest cities are Menifee (68,905) and Wildomar (31,907). The
smallest cities were Indian Wells (5,144), Needles (5,809) and
Big Bear Lake (6,278). Two cities have added over 50,000 peo-
ple from 2000-2010: Fontana (61,428), Murrieta (57,205) and
Rancho Cucamonga (51,161). Three cities have added under
1,000 people: Needles (979), Big Bear Lake (840), Calimesa
(416).
Of California’s 479 cities, the Inland Empire’s five largest
places ranked: Riverside (l2th), San Bernardino (19th), Fontana
(22nd), Moreno Valley (23rd), Rancho Cucamonga (25th). The
housing slowdown reduced population growth from 2009-2010.
The area had four of the state’s 25 fastest growth rates (not
shown): Beaumont (5.5%, 2nd), Coachella (3.8%, 4th),
Victorville (2.6%, 14th), Temecula (2.3%, 24th). Three ranked in
the top 25 in absolute growth: Riverside (3,282, 13th), Victorville
(2,829, 16th) and Temecula (2,316, 23rd).
Taxable Retail Sales. Taxable sales are a major city revenue
source that has been hit hard in the current downturn. The CA
Board of Equalization reports them quarterly, a year after they
occur. Hinterliter DeLIamas provides data within three months.
In fiscal year 2008-2009, San Bernardino County’s sales fell 
-15.0% to $23.6 billion. Riverside County’s sales dropped 
-14.5% to $22.2 billion (Exhibit 1). Inland Empire (-14.7%) and
California (-14.6%) sales nearly matched.
Every major Inland Empire city lost retail sales, with some
changes in the rank order for the largest: Ontario ($4.60 billion)
and Riverside ($3.45 billion) had the most sales. Corona ($2.45
billion) led Temecula ($2.08 billion). San Bernardino fell to fifth
($2.01 billion). Rancho Cucamonga ($1.93 billion) regained
sixth passing Fontana ($1.71 billion). Chino ($1.35 billion)
moved to eighth ahead of Victorville ($1.30 billion) and Palm
Desert ($1.22 billion).
Sales rose in only 4 of 48 Inland Empire cities led by Canyon
Lake (15.0%), Highland (9.3%), Twentynine Palms (1.8%) and
Chino Hills (0.3%). Of the 42 cities with shrinking sales, the
largest losses were in Rialto (-35.7%), Norco (-23.3%),
Coachella (-22.3%), Fontana (-21.6%) and Adelanto (-21.0%).
Unemployment fluctuating on either side of 15% drove the loss-
es. 
Per capita sales reveal how well sales taxes can finance city
services for each resident. In fiscal year 2009, the leaders were
Ontario ($26,468)
INLAND EMPIRE
CITY PROFILE 2010
By John E. Husing, Ph.D.
continued on page 25
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MANAGING
Who Owns Your Strategy?
By: Martin C. VanDerSchouw, PMP
Look at the executive pro-
gram at almost any major busi-
ness school and it becomes
quickly apparent that having a
good, and hopefully a great,
strategy is critical to organiza-
tional success.  A quick search
of Amazon.com for business
strategy resources shows more
than 1,270 items.  Many of
these tomes provide fantastic
instruction on developing a
basic strategy, building strate-
gy maps, and other similar top-
ics.  However, even with all
these resources most organiza-
tions largely fail to successful-
ly implement their strategy.
Why?  The answer can be
found in who actually owns the
strategy.
In most organizations the
senior leadership team, or their
official designees, come
together for a series of meet-
ings and with the help of a high
priced consultant a “winning”
strategy is developed.  With
much fanfare the strategy is
then rolled out to the organiza-
tion where things begin to fall
apart.  Oh sure, everything
seems fantastic at the start.
Leadership is excited and
everyone is saying the right
things, but those good feelings
just don’t last for very long.
The problems begin to surface
at both ends of the workforce
spectrum.  For most in the sen-
ior leadership ranks, keeping a
daily focus on strategy is
tough.  How can you find an
hour a day, as many authors
suggest, focusing on your strat-
egy as well as the 100+ e-
mails, phone calls, meetings
and hundreds of other things
you are supposed to get done.
For the rank and file members
of the organization it is a ques-
tion of change.
To a large number of our
resources these ideas represent
change.  Changing the way
they do their daily work,
changing the way they interact
with each other, or maybe
changing the way they think
about their job.  No matter
what, it is a change.  Many of
these people have learned that
if they just keep their head
down long enough they will be
ignored and they can keep
doing things the way they
always have.  This notion has a
massive implication on your
organization’s ability to
achieve its strategy.
To understand why doing
things the way they have
always been done impacts
strategy, begin with a simple
premise: strategy only achieves
value to the organization if it
leads to results, specifically the
desired organizational results.
This notion creates a dichoto-
my within most organizations.
There is the perceived strategy,
or the formally documented
strategy supported by senior
management, and there is the
actual strategy or the one actu-
ally being executed by the
organization.
To better understand this
concept imagine you are lead-
ing an average organization
with 40-60 initiatives being
worked on at any one time in
addition to all the standard
operational efforts.  These ini-
tiatives have been initiated for
reasons such as new product or
service development, product
or service expansion, process
improvements, regulatory
requirements, or several other
reasons.  Many of these initia-
tives are critical to the organi-
zation’s success and are tagged
as A1 priorities.  So what’s the
problem?
The problem comes from
two issues.  Firstly, if you are
like most organizations the
leaders of each of these 40-60
initiatives have planned their
work using a perfect resourc-
ing assumption.  This means
whenever their schedule says
the work should be done, the
resource is magically available
to start on time without consid-
eration for all their other work.
In the real world this never
works as most resources are
tasked with multiple tasks on
multiple projects as well as
operational responsibilities.  A
delay in one area will impact
all other.  Yet, rarely does man-
agement have visibility to
these impacts so they can make
informed, proactive decisions.
This means everything will be
on schedule till the last possi-
ble second when suddenly it
isn’t and we manage by fire
drill.  In the end, the assump-
tion of perfect resourcing
means your strategy will not be
achieved.
The second issue is simply
deciding what will be complet-
ed first?  If the scenario
described is anywhere close to
your organization, you have a
very serious problem.  What
should your people be working
on first, second or third and
how do they know? If the
organization does not have pri-
orities set by the senior leader-
ship team that align to the strat-
egy, individual resources are
controlling the organizational
strategy based on the work they
are completing.  The way most
resources do this is by using
either the squeaky wheel prin-
ciple (whomever is yelling the
loudest gets theirs first), or
they work on what they like the
best.  Neither of these has any-
thing to do with achieving the
organization’s strategy.
Furthermore, if the organiza-
tion has more than one A1 pri-
ority, has several priorities
with the same ranking, or regu-
larly is changing priorities, you
have NO priorities.
Prioritization is the single
most difficult thing for more
leadership teams to do.  It
means ranking all the work of
the organization from one to
the end and then making hard
decisions based upon those pri-
orities.
So if you are concerned
about addressing these issues,
what should you do? The fol-
lowing steps should help:
1. Make sure you have a
well thought out strategy with
a strategy map that includes
clear measureable objectives.
The strategy should have been
developed with input from all
levels of the organization and
reviewed, not just presented, to
everyone.
2. Establish a portfolio
management committee that
will own responsibility and
authority for setting the organi-
zational priorities based upon
the approved strategy.
3. Establish quantifiable
metrics to evaluate all mem-
bers of the team against their
ability to achieve the most
important work first, and hold
ALL members of the organiza-
tion accountable to the same
standards.
4. Do not allow the organ-
ization to constantly flip-flop
priorities. Remember stuff will
always happen.  Great leaders
drive results and do not allow
the results to drive them.
Succeeding with strategy is
a messy process, and it should
be.  However, with a little prac-
tice senior leadership can
ensure proper strategic owner-
ship and success.
For more information,
please visit www.lookingglass-
dev.com.
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STOCK CHART
Duff & Phelps, LLC
One of the nation’s leading investment banking and financial
advisory organizations. All stock data on this page is provided by
Duff & Phelps, LLC from sources deemed reliable. No recom-
mendation is intended or implied. (310) 689-0070.
Five Most Active Stocks
Advances 7
Declines 5
Unchanged 0
New Highs 2
New Lows 0
Monthly Summary
10/21/10
Notes: (H) - Stock hit fifty two week high during the month, (L) - Stock hit fifty two week low during the month, NM - Not Meaningful
American States Water Company 
Basin Water Inc.
Channell Commercial Corp. 
CVB Financial Corp. 
Emrise Corp. 
Hansen Natural Corporation (H)
Hot Topic Inc. 
K-Fed Bancorp 
Outdoor Channel Holdings, Inc. 
Physicians Formula Holdings Inc. 
Provident Financial Holdings Inc.
Watson Pharmaceuticals Inc. (H)
Watson Pharmaceuticals Inc. 24,647,130
CVB Financial Corp. 12,336,710
Hansen Natural Corporation 10,968,700
Hot Topic Inc. 6,881,500
American States Water Company 1,522,990
D&P/IEBJ Total Volume Month 58,350,480 
Ticker 10/21/10 9/30/10 %Chg. 52 Week 52 Week Current P/E Exchange
Close Price Open Price Month High Low Ratio
AWR
BWTR.Q
CHNL
CVBF
ERI
HANS
HOTT
KFED
OUTD
FACE
PROV
WPI
37.24 35.78 4.1 39.61 31.20 23.1 NYSE
0.002 0.002 -25.0 0.02630 0.00 NM OTCPK
0.10 0.11 -9.1 2.50 0.05 NM OTCPK
7.89 7.51 5.1 11.85 6.61 14.6 NASDAQGS
1.00 1.05 -4.8 1.46 0.46 NM ARCA
50.29 46.62 7.9 51.25 24.01 22.8 NASDAQGS
5.75 5.99 -4.0 9.96 4.58 44.4 NASDAQGS
7.75 7.89 -1.8 10.39 7.26 30.4 NASDAQGM
5.74 5.53 3.8 7.40 4.31 NM NASDAQGM
3.37 3.06 10.1 4.08 1.74 NM NASDAQGS
6.18 5.82 6.2 7.72 2.43 49.4 NASDAQGS
47.11 42.31 11.3 47.53 33.88 21.4 NYSE
Company Current Beg. of Point %Change
Close Month Change
Watson Pharmaceuticals Inc. (H) 47.11 42.31 4.80 11.3%
Physicians Formula Holdings Inc.  3.37 3.06 0.31 10.1%
Hansen Natural Corporation (H) 50.29 46.62 3.67 7.9%
Provident Financial Holdings Inc.  6.18 5.82 0.36 6.2%
CVB Financial Corp.  7.89 7.51 0.38 5.1%
Company Current Beg. of Point %Change
Close Month Change
Emrise Corp.  1.00 1.05 -0.05 -4.8%
Hot Topic Inc.  5.75 5.99 -0.24 -4.0%
K-Fed Bancorp  7.75 7.89 -0.14 -1.8%
Outdoor Channel Holdings, Inc.  5.74 5.53 0.21 3.8%
American States Water Company  37.24 35.78 1.46 4.1%
THE GAINERS
Top five, by percentage
THE LOSERS
Top five, by percentage
10681 Foothill Blvd., Suite 280 Rancho Cucamonga, CA 91730
Tel. (909) 980-0630   Fax. (909) 948-8674
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SALES AND SOCIAL NETWORKING
Top Ten Pitfalls to Avoid When Going Social in the Business World
Businesses can gain a lot from building a “Social Nation,” says Barry Libert, but only if you’re networking smart.
If you were to make a list of
up-and-coming business trends,
social media strategies would
probably be near the top.
Actually, scratch that “up-and-
coming” part—social media is
already here. However, thou-
sands of companies are rushing
headlong into the profile-creat-
ing, news-tweeting, blog-post-
ing frenzy...only to find that
their valiant efforts are not get-
ting the results they had hoped.
If you’re looking for fans, fol-
lowers, and friends to build a
Social Nation around your busi-
ness, don’t panic, says Barry
Libert. There is simple advice
that will help businesses avoid
the pitfalls and make a strong
online impact.
“It’s true: there are countless
benefits to joining what I call
the Social Nation revolution—
but just like any strategy for
growth, social media isn’t fool-
proof,” points out Libert, author
of the new book, “Social
Nation: How to Harness the
Power of Social Media to
Attract Customers, Motivate
Employees, and Grow Your
Business.” “If you don’t want
your company’s social strategy
to fall flat, there are some guide-
lines you’ll need to follow.”
Libert knows what he’s talk-
ing about. After all, he’s the
chairman and CEO of Mzinga, a
company that provides social
software to businesses. Quite lit-
erally, it’s his job to be social
media savvy. And he’s adamant
that before you start building
your own Social Nation, you
need to have a well-researched
game plan.
“When it comes to building
a successful social network for
your company, you need to
understand that there’s a lot of
prep work to be done,” he
explains. “You can’t just set up a
Facebook profile for your com-
pany, tweet once or twice a day,
and expect public interest in
your company to shoot through
the roof. Far from it, actually.”
Think about it this way: if
you were in charge of your com-
pany’s booth at a trade show or
conference, you wouldn’t just
slap your company’s logo onto a
piece of poster board, place your
business cards on the table, and
hope for the best, would you?
Of course not. Yet that’s exactly
how some companies approach
social media—and that’s why so
many of these initiatives fail.
“If you want to become a
meaningful part of social con-
versations and interactions,”
explains Libert, “you’ve got to
know who your target ‘fan base’
is, where they spend their time
online, and what sorts of content
and programming is valuable
and relevant to them, and will
foster their continued interest
and participation. You also need
to make sure you have the
wherewithal to commit to grow-
ing and sustaining your Social
Nation, and you’ve got to make
sure that you have buy-in from
within your company. And that’s
just for starters.”
Sure, it may sound intimi-
dating, but don’t give up yet.
Half the battle is knowing which
mistakes not to make, and
Libert, in the book “Social
Nation,” is eager to share the top
10 social media pitfalls he’s
seen organizations fall victim to
in the past. Read on to discover
what they are:
Pitfall #1: Running a
Social Nation like a traditional
business. If you want to run a
social company, you first need
to understand that almost every-
thing you do is a two-way street.
That is to say, you’re not going
to prosper if your products and
services are designed solely by
folks on the inside. You need to
embrace the perspectives and
contributions of your employ-
ees, as well as those of cus-
tomers and partners.
Pitfall #2: Underinvesting
in social initiatives and aban-
doning them too soon.
Understand that a Social Nation
is organic—it won’t materialize
with a proverbial snap of the fin-
gers. Early on, you’ll need to
invest a good deal of time,
thought, and money in attracting
fans and followers—and your
efforts will need to be sustained.
Only after you’ve built a firm
foundation will your social net-
work begin to sustain itself
through participant contribution
and recommendation.
In general, successful strate-
gies include posting quality con-
tent that people want to con-
sume, letting customers tell their
stories and post their grievances,
and then responding to their crit-
icisms. Also, make sure that
prospects are able to learn about
your business through customer
and employee testimonials.
Lastly, remember that using
multiple approaches—for exam-
ple, a blog, Facebook profile,
and interactive website—will
reach more people.
Pitfall #3: Neglecting to
find ways to encourage and
inspire your Social Nation’s
followers and fans. When you
stop to think about it, you’ll
realize that your fans and fol-
lowers are essentially volunteer-
ing their time and energy to
serve as developers, sounding
boards, and advertisements for
your company. So for goodness’
sake, respect what they have to
say and take their input to heart!
Pitfall #4: Relying on a
“build-it-and-they-will-come”
mentality. Ummm...you don’t
really think that launching a new
website and firing off posts at
various online networking
hotspots will bring fans and fol-
lowers flocking, do you? Of
course not! To some extent—
usually a large one—you’ll need
to purposefully reach out to
potential community members
and make it worth their while to
accept your invitation.
“Rolling out a community
and just expecting people to join
as friends or followers is a
flawed philosophy,” confirms
Libert. “Marketing 101 princi-
ples still apply. That means you
need compelling incentives to
have people join your communi-
ty. You also need an aggressive
programming strategy, one that
includes defining your key audi-
ences and targeting them
through all available channels,
to ensure that they know that
you want to build a relationship
with them.”
Pitfall #5: Delaying the
process of going social.
Contrary to what you may wish,
your company doesn’t have the
luxury of waiting until it’s “con-
venient” to go social. Why?
Well, you have competitors,
right? And if you don’t start
gathering loyal followers and
fans now, there’s a good chance
that some other company will
woo them first.
One of the best strategies for
going social as quickly and
effectively as possible is to des-
ignate employees and subject
matter experts to act as commu-
nity success managers focused
on fostering community growth
and member satisfaction.
Separate from your sales and
support teams, these community
leaders should have the ability
to advise members of the com-
munity on how to best partici-
pate with the company and with
each other. If you do things well,
you’ll find that they’ll generally
serve as internal and external
advocates for others in your
organization—be it employees,
partners, or customers.
continued on page 16
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The County of San Bernardino Workforce
Investment Board and Workforce Development
Department is ready to assist your business at no
cost with the following services:
• Recruitment assistance
• Funds to train new employees
• Labor market information
• Pre-screened qualified
applicants
• Access to a large applicant pool
• Facilities available for
recruitments
• Layoff prevention assistance
• Outplacement of laid-off
workers
• Hiring tax credits
FREE BUSINESS WORKSHOPS
9650 9th St., Rancho Cucamonga
To Register Call 951-781-2345 or visit www.iesmallbusiness.com
Attention Business Owners
San Bernardino County Workforce Investment Board Funds
Innovative Program
Improve Business...Create More Jobs!
5 Months of World Class Business Coaching at NO COST to you.
Funded by the County WIB to help YOU improve your business
and create more jobs in our county!
This is a VERY intense program suited for the business owner
driven by success!
Program includes:
• Business Health Assessment
• Goal Alignment Consultation
• Operational Plan Development
• Weekly Coaching to ensure plan implementation
• DISC Communication Assessments to improve teamwork
• Opportunity to grow profits save jobs
Program Funds are EXTREMELY Limited!
Call 951.543.9901 to see if you qualify!
retail sales were up 3.5 percent year-
over-year in August, the holiday
season is near and the Inland
Empire region was ranked 23rd among the nation’s top 100 metropol-
itan areas for exporting activities. On the investment side, institution-
al investors are expected to continue to purchase Class A distribution
centers in order to build their market share. 
OFFICE
• Office vacancy increased to 23.9 percent in the third quarter,
up 20 basis points from the previous three-month period. 
• The region posted 28.7k sf of negative net absorption during
the third quarter, bringing the year-to-date absorption level total to
negative 46.9k sf. 
• Average monthly asking rental rates declined $0.02 for Class
A space to $2.05 per square foot per month. Class B asking rental
rates averaged $1.50 per square foot per month during the third quar-
ter, a $0.01 decline from a quarter earlier. 
• There is no office space under construction in the Inland
Empire. 
• Approximately 308k sf of sublease space was available at the
close of the third quarter, a 31k sf decrease from the second quarter. 
Analysis: In August, California’s Employment Development
Department reported that year-over-year, the Inland Empire had lost
7,800 government jobs, 1,100 financial activities positions and 900
professional and business services positions. Given that the office
market is directly correlated to the labor market and these are the pri-
mary local office business sectors, these job losses have taken their
toll. The national average of office space per employee has also
decreased in recent years as corporate tenants focus on space effi-
ciency. Still, the relatively flat absorption figures experienced in the
past few quarters, as well as the tapering of tenant downsizing and
consolidations suggests that the office sector is showing signs of bot-
toming out. Looking forward, the Inland Empire office market recov-
ery is expected to lag the Orange County office market recovery; his-
torically speaking, many Orange County corporate tenants expanded
their presence inland before the housing market’s correction. Since
many tenants are operating at skeleton crew capacity, any signs of
improvement in the local economy will have a trickle down effect to
local businesses and encourage new jobs. 
To access the complete Inland Empire Industrial and Office
Trends reports, as well as other Grubb & Ellis research publications,
visit http://www.grubb-ellis.com/research. 
HFF Arranges $10.5 Mil on Rancho Cucamonga Retail
Center
HFF has arranged $10.5 million in refi money for Haven Village,
a 45.7k sf retail strip center in Rancho Cucamonga. Located at 6311,
6321, 6331, 6371 Haven Avenue, directly off I-210 in northern
Rancho Cucamonga, Haven Village is 83% leased and shadow-
anchored by Von’s and Trader Joe’s. 
Chris Vittetoe and Paul Brindley, out of HFF’s LA office, secured
the five-year, fixed-rate loan through Ladder Capital Finance. The
new loan refinanced an existing CMBS loan. 
“Haven Village benefits from being the only retail option north of
the 210 Freeway in an affluent neighborhood of Rancho Cucamonga.
The retail center includes strong demand drivers and is highly acces-
sible,” said Vittetoe. 
Real Estate...
continued from pg. 3
continued on page 19
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John Hathaway-Bates
President & Executive Director
The Business Forum Institute
John was born and educated in Oxford, England. He served with
the Royal Air Force in the 1950s serving in Africa, the Persian Gulf
and on the Arabian Peninsula. During the 1960s he was the lead
singer with The Tribe, and later with The Foundation in Britain.  He
also had a contract as a song writer with Acuff Rose, Nashville,
Tennessee.
In the 1960s and the 1970s he was recognized as one of the lead-
ing commercial interior designers in Britain, and worked on projects
for many multi-national corporations, restaurants and academic insti-
tutions. He wrote the “Contract Procedure and Specification Advice”
sections of the Architect’s and Specifier’s Guide Series (A4
Publications, Ltd.) and he innovated and wrote for The Office
Planner (Benn Brothers Ltd.) He has also had published several arti-
cles on “Color, Texture & Design,” and wrote a  weekly column for
Westminster Newspapers Ltd.  He wrote the “Executive Guide to
Office Space Planning and Design” (American Management
Association.)
John has been the president, managing director or corporate vice
president for several multi-national corporations in the United
Kingdom, The Netherlands and the United States of America.  He
moved to the United States in 1979; and in 1982 founded The
Business Forum in Beverly Hills. At the time of establishing The
Business Forum, John was also recognized as an accomplished com-
mercial tactician on four continents.
During his career John has been elected a fellow of the British
Society of Commerce, the Institute of Buyers, the British Institute of
Directors, the British Institute of Administrative Accountants, the
Institute of Purchasing and Supply; and was elected to be a member
of the British Institute of Marketing, the British Institute of
Management, and the British Institute of Journalists.
John has written several books on marketing, including: “Tactics”
(Nerthus Publications), and “How to Promote Your Business;” and
“How to Organize Your Marketing” (Asigan International Inc.) he
also wrote “Fast Track Marketing in a Global Economy” (Van
Nostrum Reinhold). He also had published many articles in Europe
and America and he has lectured on four continents (Europe, North
America, Asia and Africa) at universities and to professional audi-
ences on subjects ranging from business development to internation-
al accounting, office management and interior design, and in-flight
cuisine to international marketing and management. 
John has also written and lectured on etiquette and business
ethics. He is also a professional artist with regular exhibitions and his
paintings hang today in many countries around the world. 
The Business Forum
Email: john@bizforum.org
Graphics by Dawson-Design.com
Video Streaming by danielle@simplyoptimized.com
Video Production by TraceentErtainment.com
Webmaster: BruceClay.com
CLOSE-UP New County Loan Program
to Attract Business Investment
In this current economic climate, lack of access to capital has
been a critical obstacle preventing many business projects from tak-
ing shape. The Riverside County Board of Supervisors recently
approved an innovative economic stimulus effort to fill this gap, pro-
viding much needed financing to help businesses grow and hire
workers. The Red evelopment Commercial, Industrial, and
Manufacturing Assistance Program will offer up to $2 million in
loans to businesses that develop or rehabilitate property or capital
equipment used for commercial, industrial, or manufacturing purpos-
es within a redevelopment project area.
The program is available to qualified businesses in manufactur-
ing, innovation/technology, and renewable energy sectors. It should
be noted that the loan principal may be reduced by as much as 50 per-
cent after the first year by offering credits of $20,000 for every full-
time job retained and $35,000 for every new full-time job created.
The only thing that will pull us into recovery is the creation of
private sector jobs. This program creates job opportunities that, over-
laid with the Coachella Valley Enterprise Zone, are great incentives
for businesses in the Eastern Coachella Valley.
To apply, please contact program director Rob Moran with the
Economic Development Agency at (951) 955-6673 or by email,
rmoran@rivcoeda.org or visit www.rivcocob.com.
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SALES
What Your Customers Really Want (Hint: It’s Not Just Price!)
By Walt Zeglinski
Does your business have
what it takes to consistently
win in today’s market? How
about keeping your customers
loyal? If you think the price
of your products or services is
the reason you are attracting or
not attracting and maintaining
customers, think again.
Today’s customers are savvy
and want much more from their
relationship with your compa-
ny than just a low cost.
Customers are looking for
relationships that deliver
unique value. Yes, they want
your products to solve their
problems but they also seek a
level of satisfaction that goes
beyond the intrinsic value of
what they paid for. By learning
to tap into this deeper level of
emotional satisfaction, your
business with current cus-
tomers will increase and you
will uncover a steady stream of
new customers.
Are Your Customers
Loyal?
You may have asked your
customers if they were satis-
fied with their purchase from
your company. But the true
measure is whether your cus-
tomers are actually coming
back. In an average customer
poll you may find that eight or
nine out of 10 customers were
satisfied. That sounds great.
But studies show that only four
or five purchase from you
again. Why? Because rational
satisfaction (they were not dis-
pleased, the product worked,
etc.) is only part of the equa-
tion. Customers who purchase
again are emotionally satisfied.
Moreover, emotionally satis-
fied customers will also recom-
mend your product or service
to others.
The bottom line on measur-
ing loyalty: (1) How many of
your customers intend to pur-
chase again, and (2) how many
of your customers would
endorse your company to oth-
ers.
Creating Exceptional
Value
Exceptional value is creat-
ed when your customer per-
ceives your product or service
to be worth more to them than
the price they pay. There are
two components in any strate-
gy for creating exceptional
value with customers.
The first is how well you
are communicating the unique
value of your products and
services as compared to alter-
native solutions in the market-
place. This is important and is
likely to result in a high ration-
al satisfaction.
However it takes emotional
satisfaction to develop a loyal
customer. The second factor—
building deeper, trust-based
relationships—is the key to
emotionally satisfied cus-
tomers.
This happens when your
employees show your organi-
zation understands a cus-
tomer’s needs, delivers more
than is expected, and helps
them achieve their goals.
Exceptional value stems
from exceptional employees.
Your people are the “secret
sauce” in your organization’s
ability to deliver on its value
promise. You have to hire and
retain the right people to make
it work.
These employees are those
who do not need management
mandates to engage customers
and adhere to company values.
These employees are your cus-
tomer’s problem solvers. They
provide the discretionary effort
and intellectual capital that can
take your customers from satis-
fied to loyal. And, studies have
shown that an increase of only
5% in customer loyalty can add
from 25% to more than 100%
to your bottom line!
Tapping the Emotional
Fountain
Developing emotional sat-
isfied customers who enjoy
extrinsic value (beyond func-
tional benefits) might seem
like a pie in the sky ideal but
there are many world exam-
ples. Think about a Rolex
watch and what you feel when
you see one worn. Any watch
can give you the time. But they
aren’t a Rolex.
What captivates us about a
Rolex isn’t its function, it’s the
prestige. A Rolex suggests
more than your need to tell the
time. It says that you appreci-
ate the finer things. It shows
that you have earned enough
success to purchase one. It
means you are knowledgeable
about the value of the crafts-
manship and precision it repre-
sents.
That is the connection you
should seek to develop with
your customers. You want to
deliver more value than the
functional benefits inherent in
your product or service. You
want your customers to experi-
ence the extrinsic value you
bring to the relationship by
being emotionally engaged
throughout the buying process.
It Pays to Be Ethical
A recent USA Today poll
revealed that 72% of people
will pay more to use the servic-
es and products of a company
they perceive to be ethical.
An easy example of this for
consumer products is the high-
er prices that consumers pay at
eco-friendly stores like
WholeFoods. For service-
based businesses, think of the
movement of customers away
from the megabanks who
charged hidden fees and left
customers navigating though a
labyrinth of automated phone
systems to credit unions and
community banks where a real
person answers the phone with
a sincere interest in your situa-
tion.
These are examples of how
the perception of ethical busi-
ness practices can make a dif-
ference. It reflects the impact
of emotionally satisfied cus-
tomers. People feel better
about themselves when they
believe they are dealing with
an organization that cares
about “doing the right thing.”
By optimizing the key per-
formance drivers of value cre-
ation, you can successfully tap
the emotional bonds of your
customer relationships. This
takes the right people, the right
process, the right leadership,
and the right commitment.
The investment your company
makes in enabling and aligning
your team with the skills, atti-
tudes, beliefs and values that
develop loyal customers will
enrich your core business and
provide new opportunities to
gain customers and market
share. Stay engaged and stay
ethical in your customer rela-
tionships and you will trans-
form your business.
You may contact Walt at
wzeglinski@vitalfactorsinc.co
m or 480-255-1120
www.BergmanWindowWashing.com
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CALIFORNIA BANK & TRUST
CONSOLIDATES BRANCHES IN
THE INLAND EMPIRE
California Bank & Trust (CB&T) announced that the
bank will consolidate their San Bernardino branch with
their Rancho Cucamonga branch. All services offered at
the San Bernardino branch location will be available at
their Ranch Cucamonga branch located at 9590 Foothill
Boulevard after the consolidation takes place on Jan. 28th,
2011.
“California Bank & Trust is proud to be a part of the
Inland Empire and is dedicated to building strong banking
relationships by providing smart financial solutions,
responsive service and the latest resources and facilities,”
said Steven Borg, senior vice president and corporate mar-
keting director at California Bank & Trust. “Sometimes
our efforts to provide our customers with the level of serv-
ice we strive to deliver require us to make changes.
Although our commitment to the San Bernardino commu-
nity will not change, we will be consolidating our San
Bernardino branch into our Rancho Cucamonga branch.”
In addition to the San Bernardino Office, California
Bank & Trust has an additional 10 branch offices in the
greater San Bernardino/Riverside area.
Welcome to One Source Healing,
where “All Healing Comes From One
Source.”
Moses Solomon Nasser, Jr. was born in Yonkers, New York, but
spent most of his life in the Inland Empire area of Southern
California. After attending UCLA for his undergraduate studies, he
went on to medical school at Western
University of Health Sciences, located in
Pomona. He completed his three year training
program at local hospitals and is Board
Certified in Family Practice & Osteopathic
Manipulative Treatment.
Dr. Nasser grew up in a spiritual family, and
has had many spiritual experiences. He first
experienced meditation naturally as a child. He
then re-experienced meditation through his
mentor, Dr. Redding, in medical school. This
is when Dr. Nasser began studying the Edgar Cayce material, and
really began to integrate his traditional medical school knowledge
with deeper, natural healing strategies, through body, mind, and spir-
it. It has become an exciting, life-long journey.
When asked about his true passion, Dr. Nasser states, “I love
music and meditation. Music is the key to my unfoldment. I plan on
writing Guided Meditations with beautiful music, and with my voice
guiding you throughout, bringing a deep meditation. This is my pas-
sion. With time, I hope to help many people around the world
through my music and meditations. If we can change our minds, we
can change our brains, and our lives! This is consistent with my life
purpose: The Practical Application of Spiritual Truth. I am so grate-
ful for my background and education, which has prepared me for the
wonderful road ahead.”
Dr. Nasser is a Doctor of Osteopathy, or “D.O.” D.O.’s require
the exact same rigorous education and training that M.D.’s require,
and have all of the same privileges, including writing prescriptions.
The difference is that D.O.’s also learn hands-on therapy, called
“Osteopathic Manipulative Treatment,” or “OMT.” Dr. Nasser per-
forms OMT; moreover, he integrates mental and spiritual counseling
into his treatments, with relaxation strategies, breathing exercises,
and even guided meditations! This becomes a very unique treatment
experience, truly rejuvenating to the body, mind, and spirit, exploring
imbalance more deeply, not just from a physical perspective.
Taking his many years of education about the body, mind, and
spirit of the human being, Dr. Nasser is paving the way for a new type
of physician: One who cares about the entire human person. One
who treats people as people, not a number with a disorder. And with
the ability to use medicines when needed, but the knowledge to go
natural when possible, it is really a balance that is hard to find. Let’s
go back to believing that your body can heal itself, if given the tools
that it needs. It’s nice to have Dr. Nasser here to help.
One Source Healing, Inc.
Dr. Moses Nasser, D.O.
7365 Carnelian St. #204
Rancho Cucamonga, CA 91730
www.onesourcehealing.org
Phone: (909) 989-0808
Fax: (909) 989-6622
CORPORATE PROFILE
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Title Companies in the Inland Empire
Ranked by County/Policies 2010
Company County Total # of Policies Total $ Amount Inland Empire Key Executive
Address (Year End 2009) of Policies Share % Title
City, State, Zip (Year End 2009) Phone/Fax
E-Mail Address
First American Title Company Riverside 26,263 15,722,131,222 21.18 Chris Clemens
1. 3625 14th St. V.P./County Manager
Riverside, CA 92502 (951) 787-1700/866-566-3961
cclemens@firstam.com
Chicago Title Company Riverside & 25,518 7,335,951,813 9.21 Linda Hearrell
2. 560 E. Hospitality Lane San Bernardino Manager
San Bernardino, CA 92408 (909) 884-0448/381-6740
hearrelll@ctt.com
Fidelity National Title San Bernardino 22,148 2,762,883,589 12.10 Mike Allsup
3. 451 E. Vanderbuilt Way, #350 County Manager
San Bernardino, CA 92408 (909) 890-0601/890-3600
mallsup@fnf.com
First American Title Company San Bernardino 14,107 2,240,930,909 16.98 Jeff Bright
4. 323 Court St. V.P./County Manager
San Bernardino, CA 92401 (909) 889-0311/866-523-5430
Stewart Title of California Riverside 13,979 3,647,582,211 4.35 Greg Grub
5. 3403 Tenth St.-4th Floor San Bernardino Division President
Riverside, CA 92501 Imperial (951) 276-2700/346-3716
ggrub@stewart.com
Land America San Bernardino 2,667 273,177,312 3.21 Macs Lucero
6. 3480 Vine Street Vice President
Riverside, CA 92507 (951) 774-0825/781-1173
North American Title Company San Bernardino 660 123,601,454 0.79 Bobbie Oliviri
7. 1615 Orange Tree Lane, Ste. 215 President, So. Calif. Division
Redlands, CA 92374 (800) 464-6282/(714) 550-6421
Orange Coast Title Company San Bernardino WND WND 5.81 Jim Sollami
8. 1955 Hunts Lane, Ste. 200 Sr. V.P./Regional Manager
San Bernardino, CA 92408 (909) 825-8800/554-6172
jims@octitle.com
Ticor Title Company San Bernardino WND WND WND Ryan J. Orr
9. 1998 Orange Tree Lane Assistant Vice President
Redlands, CA 92374 (909) 386-0600/801-8100
www.ryanjorr.com
N/A = Not Applicable WND - Would not Disclose  na = not available. The information in the above list was obtained from the companies listed. To the best of our knowledge the information supplied is accurate as of press time. While
every effort is made to ensure the accuracy and thoroughness of the list, omissions and typographical errors sometimes occur. Please send corrections or additions on company letterhead to: The Inland Empire Business Journal, P.O.
Box 1979, Rancho Cucamonga, CA 91729-1979. Copyright 2010 by IEBJ.
Commercial Building Developers
(Ranked by total square feet developed thru September 2009)continued from page. 6
Company I.E. Development Current Projects: Proposed Projects: Locations of Projects Employees: Top Local Executive
Address Completed Thru Sept. 2009 Companywide Square Footage I.E. Title
City, State, Zip (Total Square Footage) # of I.E. Projects Years to Complete Companywide Phone/Fax
Market Value I.E. E-Mail Address
Lennar Partners 120,000 4 WND Ontario, Chino Hills, 2 Michael Morris
20. 18401 Von Karmen Ave., Suite 540E Riverside, Fontana 350 Vice President
Irvine, CA 92612 na (949)442-6100
Jacobs Development Company 45,000 100+ 45,000 Inland Empire 17 Doug Jacobs
21. 6820 Indiana Avenue, Suite 210 3 2 Senior Vice President
Riverside, CA 92506 na (951)788-9887/788-4314
Imprimis Corporation WND 0 0 WND 2 Russ E. Hatle
22. PO Box 1856 6 President
Palm Desert, CA 92261 (760)776-8838/776-8842
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Pitfall #6: Underestimating
the power of a Social Nation. If
you believe that social networking is just a window dressing that your
company “needs” (but not really), then think again. Social media and
community collaboration bring many benefits, including brand-
building, customer loyalty and retention, cost reductions, improved
productivity, and revenue growth.
Pitfall #7: Neglecting employees, partners, investors, or cus-
tomers when building your Social Nation. Yes, set up a “focus
group” of employees to serve as community leaders who will shep-
herd your company into the social networking world, but don’t put all
of the power in their hands. Social Nations are organic organizations,
so the more people who are empowered to influence yours, the bet-
ter.
“You’ll find that leaders will emerge from your community pop-
ulation—whether they are employees, partners, customers, or
prospects,” promises Libert. “Future leaders will come from places
you never expected. Empower every member of your community
with the resources they need, then listen and be responsive to their
insights, needs, and ideas. Oh, and here’s a bonus: by doing this,
you’ll reduce support costs since community members can help each
other!”
Pitfall #8: Relying on traditional approaches when designing
your Social Nation. A decade ago, you probably would have been
horrified at the thought of releasing ideas and products into the hands
of your customers before they were as complete as you could get
them. With social networking, that monolithic approach is now
becoming obsolete.
Pitfall #9: Developing your own social software and analytics
solutions. You wouldn’t dream of placing “remodeling the office” or
“handling legal issues” in the Do It Yourself category, would you?
Not too many would. Instead, you’d hire someone skilled in those
areas. Do yourself a favor and use the same strategy when it comes
to building your own Social Nation.
“Do what you do best and outsource the software and communi-
ty building to the experts,” advises Libert. “Various vendors provide
ready-made, complete solutions to help you build your fans, follow-
ers, and friends. Remember, Facebook and Twitter encourage fans
and friends to advance their businesses, not yours. Consequently,
although you should leverage the communities they have built, you
need to create your own community to ensure your long-term suc-
cess.”
Pitfall #10: Getting caught without partners to help you suc-
ceed. Libert has alluded to this one before, but it bears specific
emphasis: make sure that you truly treat your community members as
partners, not just as fans or numbers. Yes, integrating into the social
web (Facebook, Twitter, and other social networks) is key to your
company’s future success, but being connected to the social web is
only a part of what you need to do. Shifting your business strategical-
ly, culturally, and operationally are key components to the equation.
Essentially, that means creating a community for the people who
matter most in making your business thrive—a place that is all theirs
and that is connected to your brand. Remember, your constituents
want to connect with like-minded peers, and they want to feel as
though they are contributing to a purpose that’s bigger than them-
selves. Given that they are buying products and services from you,
investing in your company, and working for your organization, pro-
viding them with a community they
Top Ten...
continued from pg. 10
continued on page 39
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MANAGING
How to Improve Planning Session Participation
By Hardy Smith
Effective planning is vital
to any business’ success.
Participation by employees and
executives in planning sessions
for activities such as mapping
out annual action plans, organ-
izing major projects, and
developing strategic plans
should be a priority.
Nevertheless, many of
those who are charged with
leading a company planning
effort often face the problem
that other employees who
should be present aren’t.
If you struggle with partici-
pation challenges in your com-
pany’s planning activities, here
are eight tips to help make your
sessions successful:
1. Don’t repeat mistakes
of the past. There is a reason
that previous attempts to
secure needed participation
have not been successful.
Take time to understand why
and be honest in your assess-
ment. Seek out opinions both
from those who actively partic-
ipated in the past, and from
those who should have been
there but weren’t. Use that
feedback to make needed cor-
rections.
Ask these questions:
• Could past sessions be
seen as a waste of time?
• Were potential partici-
pants given appropriate notice?
• Was the planning activ-
ity itself planned, organized,
and conducted with a sense of
purpose?
• Was time allocated
used effectively and efficient-
ly?
• Was discussion domi-
nated by a single person or just
a few individuals?
• Were opinions elicited
from those who were present
but quiet?
• Did participants leave
with a sense of accomplish-
ment?
• Were participating
employees recognized for their
contributions to the company’s
planning effort?
• Was follow-up action
taken on strategies that were
developed?
2. Set participation
goals. Identify who should be
present if your session is to be
a success. There will be those
in each company who unless
specifically directed, will con-
sider their participation option-
al or not a priority to them.
Communicate individually
to let employees know how
much their participation is
needed and how much their
insight is valued. Ask for a
personal commitment for atten-
dance. Don’t accept “will try
to,” “plan to,” or “should be
able to” as solid answers. You
should know exactly who will
attend prior to your activity. If
you can’t confirm committed
presence in advance, then
chances are good you won’t get
your needed numbers. Send out
reminder notes to help ensure
your attendance.
Confirm the significance of
participation with personal
messages from the organiza-
tion’s top leader. It’s a nice ego
stroke and it’s also hard to turn
down the boss!
3. Avoid schedule con-
flicts. Schedule planning
activity far enough in advance
to avoid potential scheduling
conflicts. Sounds like a no-
brainer but sometimes the
organization already has other
activities planned, important
deadlines are approaching, or
it’s a heavy vacation period.
Get schedule availability input
from desired participants and
set your date when most are
available. Even better—set
your activity on a regular,
recurring schedule.
4. Establish expected
outcomes. Have a specific pur-
pose for your session.
Communicate in advance the
intended result, for example,
developing three new strate-
gies for growing your customer
base. Your participants will
be able to come in with ideas
already formulated.
Identifying an expected out-
come will also help keep the
session focused on the primary
task at hand.
5. Make sure partici-
pants are prepared. Your
planning team should know
exactly what is expected of
them. It’s difficult to offer
qualified opinions when given
a thick folder of financials,
project proposals, and opera-
tional details without the
opportunity to review materials
prior to the time of discussion.
Help them be prepared with
advance information.
6. Determine what for-
mat works best for your
group. Take into account the
personalities involved. Use a
meeting format that gets
desired results and creates a
positive experience so people
are motivated to participate in
future sessions.
• Do you need team
building or fun activities?
• Will your team react
more favorably to a strictly all-
business session?
• What is most produc-
tive length of time?
• Will you get best
results by getting away from
the office and working in a
retreat setting, or will a few
hours in an office conference
room be okay?
7. Have a designated
facilitator. Having someone
with the ability to get everyone
engaged and keep the process
moving and focused is essen-
tial for creating the successful
planning session you want.
Judge whether or not some-
one outside your organization
is needed. An outside facilita-
tor is often more effective at
challenging, encouraging, and
drawing out opinions, and con-
trolling discussion so it stays
on a positive productive track.
Advance preparation time
with your facilitator is impor-
tant. The facilitator should do
the necessary homework to be
knowledgeable about the
organization, be familiar with
the backgrounds of the partici-
pants, and know the expected
outcome. Create a predeter-
mined structure designed to
maximize the activity.
8. Don’t forget your
post-event follow up. Send
personal thank you notes that
mention specific contributions
made. Solicit feedback for
future sessions. Give regular
progress reports on implemen-
tation of the plans that were
developed.
Having consistently high
participation in your organiza-
tion’s planning sessions sets
the environment conducive to
the wholehearted buy-in neces-
sary for business success.
Create within your compa-
ny the realization of the vital
importance of planning activi-
ties by executing these tips.
You will be much more likely
to enjoy a higher level of
preparation, participation, and
enthusiasm in your planning
sessions.
For more information,
please  visit:  www.hardy-
smith.com
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Commercial Real Estate Brokers Serving the Inland Empire
Listed by Transaction Volume
Company Name I.E. I.E. # of Local # of Offices Top Local Executive
Address Transaction Volume Sales Volume Brokers or Agents In I.E. Title
City, State, Zip (July 1, 2009—June 30, 2010) Leasing Volume Phone/Fax
E-Mail Address
CB Richard Ellis $1,616,937,574 $750,405,833 84 3 Natalie Bazarevitsch
1. 4141 Inland Empire Blvd., Ste.100 $866,531,741 Sr. Managing Director
Ontario, CA 91764 (909) 418-2000/418-2100
natalie.bazarevitsch@cbre.com
Grubb & Ellis $650,200,000 $210,800,000 42 5 Dave Burback
2. 3401 Centrelake Dr., Ste. 500 $439,400,000 Manager
Ontario, CA 91761 (909) 605-1100/390-8645
www.grubb-ellis.com
Colliers International $364,772,419 $186,274,615 17 2 Craig Robbins
3. 3401 Centrelake Drive, Ste.150 $178,497,802 President, US Brokerage Service
Ontario, CA 91761 (213) 627-1214/327-3200
www.colliers.com
Sperry Van Ness $350,000,000 $350,000,000 8 1 John Reeder
4. 3595 E. Inland Empire Blvd., Ste. 2200 Sales Manager
Ontario, CA 91764 (909) 989-8590/989-8401
www.mimisongrealty.com
Marcus & Millichap $565,242,561 $565,242,561 40 8 Douglas McCauley
5. 3281 E. Guasti Rd., Ste. 800 Regional Manager
Ontario, Ca 91761 (909) 456-3400/456-3410
dmccauley@marcusmillichap.com
Lee & Associates $649,000,000 $300,000,000 160 4 Don Brown
6. 14369 Park Ave., Ste. 200 $349,000,000 President
Victorville, CA 92392 (760) 241-5211
dbrown@lee-assoc.com
DAUM Commercial Real Estate Services $345,000,000 $138,000,000 12 1 Kerry Cole
7. 3998 Inland Empire Blvd., Ste. 400 $207,000,000 Executive V.P./Branch Manager
Ontario, CA 91764 (909) 980-1234/980-3775
www.daumcommercial.com
Cushman and Wakefield $237,463,297 $237,436,297 28 2 Phil Lombardo
8. 901 N.Via Piemonte, Ste. 200 Executive Mannaging Director
Ontario, CA 91764 (909) 980-7788/989-4440
www.cushwake.com
NAI Capital Commercial $202,765,820 $131,424,937 41 4 John Boyer
9. 3281 E. Guasti Rd. $71,340,882 Branch/Executive Manager
Ontario, CA 91761 (909) 945-2339/945-2338
www.naicapital.com
The Bradco Companies $125,734,806 $125,734,806 9 1 Joseph W. Brady CCIM
10. P.O. Box 2710 President
Victorville, CA 92343 (760) 951-5111/951-5113
jbrady@thebradcocompanies.com
Baxley Properties $64,779,904 $11,217,406 13 1 Dick Baxley
11. 73-712 Alessandro, Ste. B4 $53,562,498 President
Palm Desert, CA 92260 (760) 773-3310/773-3013
dbaxley@baxleyproperties.com
McKenna & James WND WND 4 2 John S. Burns
12. 10700 Jersey Blvd., Ste. 610 WND Senior Vice President
Rancho Cucamonga, CA 91730 (909) 983-8000/983-8012
john.burn@mckennaandjames.com
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JOHNSON CAPITAL’S
SMITH AND CHAPMAN
ARRANGE $48 MIL FOR
OWNER OF TWO SHOPPING CENTERS IN CA AND HI
Johnson Capital announces that Amos Smith, senior vice presi-
dent, and Ryan Chapman, vice president, in the firm’s Irvine office,
have arranged $48 million in permanent financing secured by two
shopping centers located in Indian Wells and Oahu, Hawaii. The 10-
year, fixed rate loan was provided by Hartford, CT-based
Cornerstone Real Estate Advisors. The non-recourse financing
included provisions designed to meet the potential future needs of the
borrower’s ownership structure.
The two properties, The Villages at Indian Wells and Mililani
Shopping Center, are both grocery anchored neighborhood shopping
centers owned by entities controlled by Stoneridge Capital Partners,
a real estate investment company based in Newport Beach.
The Villages at Indian Wells is located in the town of Indian
Wells, which is in Riverside County, in the Inland Empire’s
Coachella Valley, near the towns of Palm Desert and Rancho Mirage.
Located at the intersection of Highway 111 and Cook Street, the cen-
ter contains 104,000 square feet and was built in 1983. The property
is very well located and leased to such tenants as Ralph’s Fresh Fare
and CVS Pharmacy.
Mililani Shopping Center is in the Mililani Town area of Oahu, at
the intersection of Kuahelani Avenue and Kipapa Drive. It contains
180,000 square feet and was built in 1977. The center is nearly 100%
leased to tenants including Foodland, Ross Dress for Less and 24
Hour Fitness.
Commenting on the debt transaction, Smith said,“While both are
very well performing centers, near term lease expirations of anchor
tenants at both properties required a lender willing to take the time to
understand the strength of the markets and quality of the assets—
Cornerstone did a fantastic job.”
SMART & FINAL LEASES 350,000-SQUARE-FOOT
FONTANA INDUSTRIAL PROPERTY FROM WATSON
LAND COMPANY
Watson Land Company, one of Southern California’s largest
industrial real estate developers, has leased a 350,000-square-foot
industrial facility within Watson Commerce Center Fontana to Smart
& Final. The facility will accommodate the warehousing and distri-
bution needs for all of the food retailer’s Southern California stores,
which include Smart & Final and Henry’s Markets. The 92-month
lease is valued at approximately $11.5 million.
“As one of the leading food service retailers in the Western U.S.,
Smart & Final required a facility that had the location, functionality
and size to accommodate its extensive inventory of products,” said
Lance Ryan, vice president of marketing and leasing with Watson
Land Company.
The property sits on nearly 18 acres of land at 13055 S. Valley
Boulevard in Fontana within the two-building Watson Commerce
Center Fontana. The property, which fronts Interstate 10, features two
100-percent concrete truck yards, each with a 185-foot turning
radius, 78 dock high truck positions and excess storage space for
approximately 122 trailers.
“The Inland Empire continues to play a significant strategic role
in Smart & Final’s expansion plan,” said Tom Paolucci, director of
Smart & Final Distribution. “The facility’s abundant storage capaci-
ty and central location near major distribution channels will enable us
to improve our efficiency as we continue to expand our retail plat-
form in the Southern California
Real Estate...
continued from pg. 11
continued on page 30
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Mortgage Lenders
Ranked by Percentage of Market, Riverside & San Bernardino Counties, 2010
Lender % of I.E. Number Total $ Average $ Top Local Executive
Address Market of Loans Amount Loan Title
City/State/Zip Phone/Fax
E-Mail Address
Wells Fargo Bank 4.0 4,000 425,280,000 190,000 Jacob Gillette
1. 334 W. 3rd St. Branch Manager
San Bernardino, CA 92401 (909) 384-4805/381-6066
www.wellsfargo.com
PNC Mortgage 0.80 1,680 280,000,000 350,000 Denise Hemm
2. (Formerly National City Mortgage) Branch Manager
41607 Margarita Rd., Ste 101 (951) 788-5500/784-8940
Temecula, CA 92591 www.pncmortgage.com
Provident Bank Mortgage 0.39 1,924 682,000,000 354,454 Craig G. Blunden
3. 3756 Central Ave. President/CEO
Riverside, CA 92506 (951) 686-6060/782-6132
www.providentbankmortgage.com
BUSINESS JOURNAL • PAGE 21November 2010
BUSINESS JOURNAL • PAGE 22 November 2010
BUSINESS JOURNAL • PAGE 23November 2010
Wildlife Art Festival
The 28th annual Wildlife
Art Festival at the San
Bernardino County Museum
in Redlands will take place on
Saturday, Nov. 20 from 9am
to 5pm and Sunday, Nov. 21
from 9am to 4pm. Along with
featured artist Robert Steiner,
23 prominent artists will
exhibit paintings, sculptures,
carvings, and limited edition
prints in the museum gal-
leries. The festival is organ-
ized by the San Bernardino
County Museum Association.
Festival admission is $8
(adult), $6 (senior and mili-
tary), $5 (student), and $4
(child 5 to 12). Half-price
admission is offered between
9 a.m. and noon on Saturday
and Sunday. Children under 5
and Museum Association
members are admitted free.
The festival kicks off on
Friday between 6 and 9:30
p.m. with “An Evening with
the Artists.” This reception,
which includes the introduc-
tion James Hautman, this
year’s Federal Duck Stamp
competition winner, is open to
the public. The cost for the
reception is $10/person, with
festival sponsors and Museum
Association members invited
at no cost. Reservations are
required.
The festival also includes
the top entries from this
year’s Federal Duck Stamp
competition. Children’s art is
represented by classroom and
family projects for the Tom
Bennett Children’s Art and
Environmental Science
Competition. Family Fun Day
activities are centered around
art and the natural world are
scheduled on both days of the
festival.
Festival History
The Wildlife Art Festival
began when top paintings
from the Federal Duck Stamp
Contest were first shown on
the West Coast in 1983 at the
San Bernardino County
Museum. From this exhibit of
small, exquisitely detailed
paintings, the festival has
grown and evolved over the
years while maintaining its
focus on wildlife and conser-
vation. Twenty-eight years
ago, the event was called the
“Waterfowl West Festival,”
and art works featured water
birds. As more artists sought
to enter their works in the fes-
tival, a wider range of wildlife
paintings was accepted into
the event. This year, partici-
pating artists will show sub-
ject matters related to the nat-
ural world.
Festival Artists
Since 1987, a “Featured
Artist” has been selected
every year to produce a work
of art as a signature piece for
that year’s event. This year,
Robert Steiner from San
Francisco, will present a
painting created especially for
the festival, “Yellow Lab at
Tule Lake.” Steiner is
America’s foremost duck
continued on page 39
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Australian Clothing Company, Cotton On, Makes Its
Inland Empire Debut at Ontario Mills
Eager holiday shoppers
will have even more fashion
forward stores to choose from
when Ontario Mills,
California’s largest outlet and
value retail shopping destina-
tion, welcomes Cotton On, its
first and only store location in
the Inland Empire, during late
November.
“Just in time for the holi-
days, we are proud to contin-
ue our trend of adding even
more incredible stores to our
already impressive outlet and
value retail mix,” said Marc
Smith, general manager at
Ontario Mills. “Cotton On
will provide our shoppers
with even more selection at an
amazing value.”
Founded in 1991 in
Victoria, Australia, The
Cotton On Group is renowned
for offering globally relevant
fashion at affordable prices.
Cotton On has evolved into a
fashion destination, offering
young men and women cut-
ting-edge trendy clothing and
accessories, including t-
shirts, cardies, jeans,
footwear, sleepwear and
more. With a significant pres-
ence in Australia, New
Zealand, Singapore, Hong
Kong and Malaysia, the brand
continues to expand across
the United States. Cotton On
will be located in
Neighborhood 4, near Old
Navy.
Cotton On will be the lat-
est retailer to join Ontario
Mills’ evolving collection of
more than 200 popular outlet
and value retail stores. By
early 2011, Ontario Mills will
welcome a greatly expanded
Forever 21 and Burlington
Coat Factory, plus the addi-
tion of Sports Authority, as
well as more convenient
entrances and extra parking.
Coach Mens Factory and
Foreign Exchange recently
opened at Ontario Mills.
Earlier this year, Betsey
Johnson Outlet, aerie by
American Eagle and Closet
Signature opened. Other
retailers enjoying success at
Ontario Mills include Saks
Fifth Avenue OFF 5TH,
Coach Factory Store, J.Crew
Factory, Tommy Bahama
Outlet, Cole Haan Clearance,
Guess Factory Store,
Abercrombie & Fitch Outlet,
Charlotte Russe, BCBG-
MAXAZRIA, Victoria’s
Secret, Nike Factory Store,
Old Navy and more.
For more information
about Ontario Mills’ special
events and promotions, and
for a complete list of retailers,
please call (909) 484-8300 or
visit www.OntarioMills.com.
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INLAND EMPIRE People and Events
The “Casual Concours” classic car show, which
raises funds for three local charities, was held at the
Indian Canyons Golf Resort.
More than 150 cars from every decade from 1920 to
2000 were on view at the south course greens.
Donations went to the Desert Outreach Foundation,
Golden Rainbow Center/SAGE and the Desert AIDS
Project.
“Last year’s show in Palm Springs was so success-
ful, we decided to return,” Edelstein said.
For more information on Indian Canyons Golf
Resort visit www.indiancanyonsgolf.com or call (760)
833-8700.
The Yucca Valley Republican Women Federated had
the Yucca Valley Chamber of Commerce hold their rib-
bon cutting ceremony of their Republican headquar-
ters.
Present to celebrate is Yucca Valley Republican
Women Federated President, Margo Sturges, Yucca
Valley Chamber of Commerce President David
Eckenberg, YVCOC Director Megan Wilson and
YVCOC Ambassador Bob Connors as well as their
members, supporters, and Republicans.
For more information on The Yucca Valley
Republican Women Federated (760) 680-6183 or visit
www.yuccavalleyrepublicans.org.
President Dan Jessup of Palm Springs Chamber of
Commerce introduced Nona Watson as the new chief
executive officer. Watson has more than 20 years of
experience with chambers of commerce. She started
her chamber career in Victorville, as the administra-
tive assistant for the Victorville Chamber of
Commerce.
For more information on Palm Springs Chamber of
Commerce visit www.pschamber.org.
The Boys & Girls Club of the Coachella Valley
accepted a $45,000 check to help build a new club-
house in Desert Hot Springs.
The donation was from Mission Springs
Foundation, a Desert Hot Springs-based nonprofit
group.
“We are very excited to be in this community and
be able to provide a much-needed service to the
city’s residents, especially the youth,” Quinton
Egson, chief professional officer of the club, said.
For more information on The Boys & Girls Club
of the Coachella Valley visit www.bgcofcv.org.
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When a person or business
joins mytradeamerica.com, the
initial fee can be  earned back
to the member simply when
your referrals join too. Refer
to mytradeamerica.com for the
affiliate details. Do you have a
product or service you’d like
to trade with your business
friend? Here’s how you do it:
mytradeamerica.com. Perhaps
you and your friend could
trade for a motorcycle, camp-
ing equipment or bed and
breakfast accommodations
and make a weekend trip out
of it. Remember when you
join mytradeamerica.com
you’re bringing something
someone else needs or wants.
Get the picture? That is so
awesome!
Barter Exchange—Helps
All
At mytradeamerica.com
the list of bartering exchanges
are past 50K.  A barter mem-
ber can wake up and drink cof-
fee, go to the gym and go
online—all three services are
available at
mytradeamerica.com to name
a few. Later that morning they
can schedule their cleaning,
landscaping and maintenance
services all done from the
mytradeamerica.com barter
directory. Amazing! Years ago
settlers established themselves
in a new territory by bartering.
Go visit mytradeamerica.com
today and settle your new or
existing budget and establish
your business in an age-old
practice that’s still working
today!
Barter network – avail-
able today
mytradeamerica.com is by
far the best way to save cash
in newspaper, radio and maga-
zine advertising.  Brochures
and business cards can be
traded too. Then a mytradeam-
erica.com member can trade
for  a mailing list, a marketing
consultant and signage. A
business person can make a
list of what they need and, one
by one, propel their business
into the marketplace. It works,
so go to mytradeamerica.com,
sign up and make your day
count!
Business Barter Network
An example: A cleaning
service barter member goes  to
breakfast with his buddies  at a
local barter members’ business
establishment and treats them
for a meal. They are amazed
when he insists on paying with
barter bucks.  He tells them
when the business closes for
the evening, his crew will
come in and clean up, getting
the restaurant ready for the
next day. This exchange was
done at mytradeamerica.com.
WOW! When the restaurant
owner greets them with the
coffee pot, he introduces him-
self and gives the new cus-
tomers coupons to come back
continued on page 31
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MANAGEMENT
Veterans vs. Hot Shot Newbies: Relieving Tension in the Workplace
By Dr. Venus Opal Reese
Imagine: five years, 10
years, decades of your life you
have poured into this compa-
ny. All of a sudden, this
bright-eyed, overly enthusias-
tic, (more often than not
younger) hotshot barrels in
and steals all of the boss'
favor, attention, and resource.
You feel so old. Useless. Used
up. Nobody knows the trouble
you’ve seen or your sorrows.
Can you just hear the strings
of sorrow, resentment, frustra-
tion, and silent upset waiting
to happen in the background?
Sad to say this is the experi-
ence of many veteran employ-
ees when the boss makes new
hires.
When there is tension,
resentment, and frustration in
the background between you
and your direct reports, you
lose money. The veteran (VP,
project manager, director,
entrepreneur, or any position
in upper management) has rich
knowledge and experience and
the new powerhouse has pas-
sion. But because of resent-
ment they will not work
together and if they do, the
work is tense, strained, hostile
and counter-productive. Each
employee feels threatened.
Threatened like their survival
is at stake. The brain cannot
tell the difference between a
real or imagined threat. The
same circuits in the nervous
system that go off when a per-
son thinks they are being fol-
lowed by a mugger on a dark
street is the same circuits that
go off when a new person
enters a familiar situation or
when an establish person
doesn’t get returned calls from
the boss. Survival ensues.
When corporate leaders of any
kind are in survival mode,
they cannot think, let alone
create new solutions, in part-
nership with the person who
looks like the boss is kicking
them to the curb.
As the CEO, CFO, owner,
dean, president, or leader you
can greatly alleviate this ten-
sion and potential loss of rev-
enue by doing the following to
minimize threat and maximize
reward:
1. Listen “for”—
Listening for is different from
listening to. Listening to you
hear the words; listening for
you hear the heart. When you
listen for, you put your atten-
tion on what this person is try-
ing to express. Ignore the
words. Listen for where that
person is coming from and
what they really want you to
hear. They may say, “Newbie
is arrogant and doesn’t know
the history of our company”
what I hear, “I know things
that Newbie doesn’t and I
want you to value that as much
as Newbie’s passion, and I
want you to let Newbie know
that I have value here.” If you
put your attention on listening
for what that person is not say-
ing and then address it, you
will move the veteran out of
survival.
2. Leaving others
known—when you leave a
person known, you speak
directly to what they value
emotionally and intellectually.
Employees are people before
they are job descriptions. They
need to know that you as the
boss respect them emotionally
and intellectually. The way
you discern what they value is
to pay attention to what their
actions demonstrate they
value. This may be different
than what they say. One new-
bie employee may say she val-
ues autonomy but she is
always at your door letting
you know what she has just
accomplished. What she val-
ues is recognition. Or the vet-
eran employee may say he val-
ues teamwork but he is always
self-imposing his opinion and
leadership onto the other
employees without their con-
sent. He values respect and
authority. People’s behaviors
tell you what they value.
Paying attention pays.
3. Public Acknowledge-
ment: People require care.
Most people have been trained
to not ask for acknowledge-
ment for fear of looking ego-
tistical. Yet acknowledgement,
specifically in front of peers,
that is based on tangible
results, creates a sense of cer-
tainty and fairness in the eyes
of all. When you acknowledge
your employees, be they veter-
ans or Newbies, they have the
experience of being validated
without having to beg for it.
This public acknowledgement
raises their perceived stature
in the eyes of their peers and
that builds confidence and
connectedness. The fair public
acknowledgement also levels
the field and lowers threat.
4. Shared Experience:
Create an occasion where the
veteran can teach the Newbie
something and the Newbie can
energize something the veter-
an is passionate about. Make
the project light and fun. It
could be planning a team out-
ing or a fund-raising event. It
could be a presentation for the
board of directors about the
future of the company by com-
bining each of their unique tal-
ents. You want them to have
benefit from each other.
Create a low risk, low threat
situation where they can learn
from each other.
5. 3 Step Clear Space
Process: If there is bad blood
between the veteran and the
Newbie, here is a 3-step
process that works every time:
Write down the answer to the
following questions:
1. What am I willing to
give?
2. What requests am I
willing to make?
3. What am I willing to
forgive?
When people have the
opportunity to say what they
are willing to do, ask, and for-
give, you then can find out
what the true broken trust is
and you can start to craft proj-
ects and opportunities that tie
directly to what they value. By
so doing, you are working in
partnership with them instead
of superimposing your will.
This partnership creates a
safe, transparent space to work
and alleviates stress.
Forgiveness is a grace and
when a person is willing to
forgive others their human
failing, there is the opportuni-
ty to bring creation instead of
reaction into the work place.
People require care. By
acknowledging the talents and
rich resources of each of your
direct reports, you create an
environment that is safe for
people to grow. When you
minimize threat by listening
for, leaving people known,
acknowledgement, shared
experience, and clearing space
you maximize reward in the
form of peace of mind, team
work, and creativity. Stress
leaves the work place when
each team member is recog-
nized and respected for what
they bring to the table both
intellectually and emotionally.
For more information
please visit http://www.cre-
ationconsultingpractice.com
or call 214.551.9233.
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region.”
Brian Zurawski and Chuck
Belden of Cushman & Wakefield
represented Smart & Final in the transaction. Watson Land Company
was represented by Michael Chavez, Bill Heim and Eloy Covarrubias
of Lee & Associates.
EastGroup Properties Gets REPET Business at Chino
Property
In the city of Chino, EastGroup Properties has leased a 100k sf
industrial space for 10 years to REPET, Inc, a plastic recycling com-
pany. The property is located at 14207 Monte Vista Avenue, south of
Edison Avenue and east of the 71 Freeway and very close to the 10,
60 and 57 Freeways. 
The property features excess trailer storage, rail access and a
direct connection to the Santa Ana Regional Interceptor (SARI) Line
that provides industrial users with an environmentally-friendly and
convenient way to dispose of high-saline waste. 
Sam Foster, Mike Fowler and ChrisBrandt of Jones Lang
LaSalle, along with IDS Real Estate Group, represented EastGroup
Properties in the deal. Tony Phu of Colliers International represented
the tenant. The property is managed by IDS Real Estate Group, a
leading real estate services firm with offices throughout Southern
California. 
EastGroup Properties is a real estate investment trust focused on
the acquisition, development and operation of industrial properties,
primarily distribution facilities near transportation hubs, in major
Sunbelt markets in Florida, Texas, Arizona and California.
Real Estate...
continued from pg. 19
Business Helping Families Annual Holiday
Food and Toy Drive Open House and Business
Connections BBQ In cooperation with Montclair
Human Services Division
Bring your toys, food and/or monetary donations and enjoy
a casual lunch and holiday entertainment. All donations will
directly benefit Montclair Families.
Thursday, December 2, 2010
Montclair Chamber of Commerce
5220 Benito Street
12 noon  - 1:30 p.m.
Bring your donation and enter to win tickets to
the Ontario Reign.
Donations can be dropped off prior to the Open House at
the Chamber Office or at any participating business location.
If you are interested in taking a donation box for collection
please contact the Chamber. 
Drive Dates
November 15 - December 9
Montclair Chamber of Commerce Ambassador Corp.
(909) 624-4569 | www.montclairchamber.com
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to the business.  He also tells
them he traded all of his bak-
ing equipment, utensils and
advertising in trade at
mytradeamerica.com and  a
new member made dinner
reservations to celebrate a
birthday later that evening.
There are hundreds of applica-
tions available at mytradeam-
erica.com both for business
and personal expenses. All
done in the business of living.
No Credit Check—
Barter is Better
Do you have an average
credit score? Yet you are pas-
sionate about a business you
love! Go to
mytradeamerica.com. By join-
ing there is a $2000 instant
line of credit with no credit
check.  There is also a $50K
line of credit available as well.
At mytradeamerica.com you
can barter for legal services
and possibly restore your good
name—then not need credit
because you haven’t used up
all of your barter bucks in
your account. Perhaps you
need a collection agency to
barter  to retrieve an old debt.
Do you need a new computer
to help your business? Take a
class in the new technology?
See its all possible at
mytradeamerica.com!
For more information con-
tact:
Steve Halen
Office: (951) 678-5522
Cell: (951) 264-6186
steve@mytradeamerica.co
m
www.mytradeamerica.com
My Trade...
continued from pg. 28
6. Check your E-mail’s
Spam Score: Here is one serv-
ice that I recommend:
http://www.thecassiopeia.com/
Portal/SpamTest.html. There
are many more out there, and
using as many as possible is
advised.
5. Tracking Tradeoffs:
Realize that the more you do to
track things like open rates,
click through rates, etc., the
more likely your e-mail is to
be seen as unsolicited and the
less likely it is to reach its
intended recipient.
4. Response Options:
Give the recipient of the e-mail
the option to reply to the e-
mail they have received, go to
a website, or pick up the phone
and call you. More options for
response = more response.
3. Use a Dedicated
Domain: If your company’s
main website is www.abc.com,
don’t use that domain for your
marketing campaigns, use a
dedicated domain just for your
marketing campaigns, such as
www.abc-email.com. This pre-
vents your primary domain
and company website from
ever being effected by com-
plaints.
2. Make the E-mail
Content as Personal as
Possible: The more the e-mail
looks like one that the recipi-
10 Keys...
continued from pg. 3
continued on page 39
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COMPUTER
So, What’s Next for Computers?
By J. Allen Leinberger
It happens just about every
six months, give or take. It
should be happening again any
day now, just before Christmas.
Your computer, or some
new device, becomes outdated
as a newer one is announced. It
happened to me at the start of
September. Just as I finished
writing my report to you on the
new iPod Touch, Apple
announced the NEW iPod
Touch. Mine does not have the
new Internet videophone func-
tion. It doesn’t take pictures. It
doesn’t have the new Retina
function, whatever that is.
My neato-bandito new iPod
was two weeks old, and it was
obsolete. This is why people are
lining up in front of the stores
like they were waiting for the
new Harry Potter movie. They
don’t want their devices to
become old.
You may remember a
decade ago, when I wrote of the
first iPod. Who could imagine a
little plastic box, no bigger than
a pack of cigarettes, that could
hold 1,000 songs with no mov-
ing parts. Of course, now iPods
can be no bigger than a stick of
gum, or a postage stamp (more
on that one next month) and
play at least as many record-
ings. The Touch holds as many
songs as three or four radio sta-
tions and does about 100,000
other things thanks to the
“apps.”
In fact, right now, the iPad
has been updated. So have all of
the iPods. There is a newer,
slimmer MacBook Air, and the
desktop iMac. Everybody but
Apple acknowledges that the
new iPhone, due out in January,
will work on Verizon instead of
AT&T.  Many of us don’t want
AT&T and welcome the new
Verizon version of the iPhone.
Apple, as I said, claims no idea
what I am talking about, but
everyone from the New York
Times to Rolling Stone says it’s
on the way.
You PC people have not
been forgotten. Microsoft is
releasing their own Windows
phone. And any numbers of
companies are about to release
a pad-style portable.
Needless to say Ontario’s
own Macally is keeping busy.
They are a “third party” compa-
ny who produces covers and
holders and other items that
slide over or around your new
device. In order to compete,
they have to attend conferences
several months ahead of time to
know, for example that the
continued on page 37
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December
• Financial Institutions (3rd Quarter, ’10) • Health Care • 2011 “Book of Lists”
• Top Ten Southern California Resorts • Professional Services Directory • Business Brokerage Firms
• Temporary Placement Agencies
EDITORIAL FOCUS SUPPLEMENTS LISTS
2010 EDITORIAL SCHEDULE
January
• Education • 2010 Banking Review • Hotel Suites
• World Trade • Economic Development Agencies • Colleges and Junior Colleges
• Year End Review • Cities in Growth • Financial Brokerages
• Health Service Directory
February
• Commercial R.E. Developers • 2011 Economic Forecast • Banks
• Residential Real Estate • Building and Development-Who’s Building • Commercial/ Industrial Contractors
• Architecture/Land Planning • Business Banking • Residential Builders
• Redevelopment • Architectural Engineering, Planning Firms
March
• Major/MultiEvent Venues • Environmental • MBA Programs
• Financial Institutions • Executive Education • HMOs/PPOs
• Health Care • City Economic and Demographic Data • Residential R.E. Brokers
• Women-owned Businesses
April
• Meetings & Conventions • Women Who Make a Difference • Indian Gaming
• Airports • Meetings/Conventions • So Cal Vacation Spots
• New Home Communities • Travel/Hotels/Tourism • Hotel Meeting Facilities
• Malls & Retail Stores • Commercial R.E. Brokers • Visitors and Convention Bureaus
• Small Business Handbook
May
• Economic Development (Riverside Cty.) • Women-owned Businesses • Environmental Firms
• Marketing/PR/Media Advertising • Human Resource  Guide • Employment/Service Agencies
• Insurance Companies • Chambers of Commerce • Law Firms
• Who’s Who in Law • I.E. Based Banks
June
• Financial Institutions (1st Quarter, ’11) • Health Care & Services • Hospitals
• Travel and Leisure • High Technology • Savings and Loans
• Employment Agencies • Golf Resorts • Motorcycle Dealers
• Home Health Agencies • Senior Living Centers • Medical Clinics
• Economic Development (San Bernardino County) • What’s New in Hospital Care
July
• Manufacturing • Marketing/Public Relations • CPA Firms
• Distribution/Fulfillment • Media Advertising • Commercial Printers
• Credit Unions • Casual Dining • Ad Agencies/Public Relations Firms
• Event Planning • Building Services Directory • Largest Insurance Brokers 
• High Desert Economic Development • SBA Lenders
• Staff Leasing Companies Serving the I.E.
August
• Personal/Professional Development • Environmental • Largest Companies
• Employment/Service Agencies • Expansion & Relocations  • Small Package Delivery Services
• Health & Fitness Centers • Women in Commercial Real Estate • Tenant Improvement Contractors
• Caterers • Who’s Who in Banking • Credit Unions
September
• Mortgage Banking • Health Care & Services • Largest Banks
• SBA Lending • Airports • Largest Hotels   
• Independent Living Centers • Who’s Who in Building Development • Golf Courses
October
• Lawyers/Accountants-Who’s Who • Telecommunications • Internet Services
• HMO/PPO Enrollment Guide • Office Technology/Computers • Long Distance/Interconnect Firms
• Economic Development Temecula Valley • International Trade • Copiers/Fax/Business Equipment
• Financial Institutions (2nd Quarter, ‘11) • Holiday Party Planning • Private Aviation
November
• Retail Sales • Human Resources Guide • Commercial R.E. Development Projects
• Industrial Real Estate • Executive Gifts • Commercial R.E. Brokers
• Commercial R.E./Office Parks • Building and Development • Fastest Growing I.E. Companies
• Educational Services Directory • New Communities • Mortgage Companies
• Title Companies
December
• Financial Institutions (3rd Quarter, ’11) • Health Care • 2012 “Book of Lists”
• Top Ten Southern California Resorts • Professional Services Directory • Business Brokerage Firms
• Temporary Placement Agencies
EDITORIAL FOCUS SUPPLEMENTS LISTS
2011 EDITORIAL SCHEDULE
F o r  P l a n n i n g  2 0 1 1  A d v e r t i s i n g ,  M a r k e t i n g ,  a n d  P u b l i c i t y
W i t h
T h e  I n l a n d  E m p i r e  B u s i n e s s  J o u r n a l
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LifeStream Names Lisa Lewick GM of La Quinta Donor Center
Lisa Lewick has been
named general manager of La
Quinta Donor Center. Lewick
will supervise
all functional
areas of the
center, includ-
ing on-site
medical per-
sonnel, mobile
unit staff,
donor recruit-
ment and community relations.
“We’re fortunate to have
someone of Lisa’s caliber
accept the general manager
position,” said Frederick B.
Axelrod, M.D., president and
CEO of LifeStream. “The man-
agement and leadership skills
she developed in her previous
positions translate well to the
management role at the donor
center.”
Prior to coming to
LifeStream, Lewick worked as
sales and advertising manager
for a major homebuilder, for
whom she was involved in
marketing, model home design
and merchandising. In addition
to overseeing marketing
efforts, she managed teams that
included engineers, architects,
landscaping and construction
crews, and designers.
LifeStream, formerly
Blood Bank of San Bernardino
and Riverside Counties, was
founded in 1951 as a private,
not-for-profit 501 (c)(3) organ-
ization by the medical societies
of San Bernardino and
Riverside counties. LifeStream
serves more than 60 medical
facilities and receives more
than 500 donations daily in
order to support 175,000 trans-
fusions annually.
For additional information,
please contact LifeStream at
800.879.4484.
Licensee Education on
Alcohol and Drugs
Training for Alcohol
Retailers in the City of
San Bernardino
The California Office of
Alcohol Beverage Control
(ABC) will conduct a Licensee
Education on Alcohol and Drugs
(LEAD) Training for owners,
managers and employees who
sell and serve alcohol in the City
of San Bernardino. The free
training is certified by the State
of California and includes infor-
mation related to state and local
alcohol laws, liabilities, com-
munity standards, checking ID,
identifying and refusing sales to
minors, and identifying and
refusing sales to intoxicated per-
sons.
The LEAD training is sched-
uled for Monday, Nov. 15, 2010,
from 1:00 p.m. to 5:00 p.m. at
the San Bernardino City Hall
building located on 300 North D
Street, in the basement confer-
ence room. Complimentary
parking is provided on the 5th
level of the parking structure
next to the City Hall building.
Participants will receive a 2-
year LEAD certification card
issued by ABC. Since seating
is limited, participants are urged
to register by calling (909) 387-
6288.
This training is sponsored
by the County of San
Bernardino Department of
Public Health in collaboration
with the City of San Bernardino,
and other local agencies to pro-
mote responsible alcohol sales
and service.
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RESTAURANT REVIEW
We can custom
design a label just
for you using:
Photos, Logos,
Colors, Invitations,
Themes.
4231 Winevi l le  Road
Mira Loma, CA 91752
(951)  685-5376 or (951)  360-9180
www.gal leanowinery.com
Tour the Historic Winery weekends from 2:00 pm to 4:00 pm or by appointment
Listed in the National Register of Historical Places
Weddings • Anniversaries
Birthdays • Special Events
Graduations • Holiday • Gifts
Wine Tasting Available Daily
The McRib Returns
It’s like running through a
field of four-leaf clovers. It’s
like finding a unicorn chillin’
at the fountain of youth. It’s
like a hundred Christmases
slathered in barbecue sauce.
It’s the return of the
McDonald’s McRib sand-
wich. And, to many people,
it’s an event to get excited
about.
The McRib phenomenon
is something special in fast
food. It’s an incredibly popu-
lar pork sandwich (cut to look
like a short stack of ribs) that
only appears once every so
often. Despite fans clamoring
for it to become a full-time
member of the McDonald’s
menu, the folks at the Golden
Arches unleash its pork-fla-
vored fury only once in a
while. That time is now.
In times past, the McRib
has appeared just once a year
at select restaurants. This
caused devoted (or maybe
cheerfully addicted) disciples
of the sandwich to drive hun-
dreds of miles out of their way
to acquire this beast of a meal.
It was as much about the pur-
suit as it was the taste.
This year is different. The
McRib (which contains 26
grams of fat, FYI), will appear
at every Mickey D’s for six
weeks. Why is it so popular?
An excellent article from
Sharon Bernstein quotes one
Brian Goodman, 27, of Grand
Forks, N.D., talking about his
devotion to the sandwich: “I
am a huge fan of the McRib,
and I am glad to have it back,”
he said. “I just happen to find
this really gross, deformed
pork patty to be delicious.”
That pretty much says it all.
The sandwich was lam-
pooned during an episode of
“The Simpsons” in which
Homer drove all over the
country to different Krusty
Burger restaurants in search
of a McRib-type sandwich.
Once the Simpsons makes fun
of you, you know you’ve
become part of pop culture.
McDonald’s spokes-
woman Tara Hayes told AFP
that the McRib’s limited
availability “helps to keep
fans passionate about the
product.” Only a sandwich
“so delicious, so special, so
elusive, and so legendary
could create such a wide-
spread affection among its
fans,” Hayes said, pointing out
the last time it had been
offered in all restaurants
nationwide was in 1994.
Indeed, the McRib’s cult
following is something that
many acknowledge, but few
can explain. There may be
basic psychology at play—
continued on page 39
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Ad Club Speaker: Legal Issues in Social Media
The local ad club is spon-
soring a speaker who special-
izes in social media law on
Nov. 11 in Rancho
Cucamonga.  The presentation
is open to the public. 
Author and legal expert
Jim Astrachan will discuss
legal guidelines for those
involved in creating mass
communications through
social media.  His presenta-
tion, “From Frankenstein to
Vanna White” will also cover
the Federal Trade
Commission's (FTC) new
guidelines about transparency
in social media.
The event, with limited
seating is scheduled for Nov.
11 at Copies & Ink, 10722
Arrow Route, Suite 102,
Rancho Cucamonga, from
11:30AM-1:30PM.  Lunch
from Panera will be provided.
Cost is $10 for ad club mem-
bers and $40 for the public. 
Victoria Seitz, PhD., pres-
ident of the Inland Empire
Chapter of the American
Advertising Federation (AAF)
and a professor at Cal State
San Bernardino in marketing
and advertising, said, “This is
one of the most important pre-
sentations we are sponsoring
this year.  Jim will discuss the
guidelines for advertisers and
agencies to make sure they are
not engaging in deceptive
practices.  Everyone involved
in social media communica-
tions should attend.  Please
register in advance since this
event will fill up fast.”
Astrachan said, “When
serious claims over ads are
lodged, agencies and in-house
employees are fired.  Do you
know what to do?  You better,
because judgments for illegal
ads have topped 40 million!”
The presentation will
cover the six don’ts:  Don't
steal an identity, don’t steal a
copyright, don’t infringe a
trademark, don’t mess up in
foreseeable ways, don’t mis-
represent the qualities of your
products, or your competitors!
And don’t violate the FTC’s
social media guidelines.
According to Seitz, the
presentation will also cover:
bloggers’ endorsements and
testimonials, liability of
advertisers for false state-
ments, liability for failure to
disclose connections between
advertiser and endorser, use of
disclaimers, endorser liability
and illegal use of street teams.
Astrachan is co-author of
the six-volume legal treatise,
“The Law of Advertising and
Mass Communications,” pub-
lished by LexisNexis/Matthew
Bender.  He is also a colum-
nist for The Daily Record,
adjunct professor of law at the
University of Maryland
School of Law, a principal of
Astrachan, Gunst, Thomas,
Rubin, PC and a national
speaker on advertising law.
For more information or
to reserve your place, visit
http://aaf-inlandempire.com
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iPhone 4 will not fit into the
sleeves that they make for the
iPhone 3.
Many things that we have
come to consider a part of our
lives were seen coming far
down the track. I wrote of flat
screen TVs back in the 90s, but
So, What’s...
continued from pg. 32
they were a curiosity back then.
Today, they are the standard.
Old cathode ray tubes have
gone the way of, well, CRT
computer screens. The VCR got
replaced by the DVD in about a
week. Things have gotten so
that the FCC replaced the old
analog TV signals with digital.
(We saw that coming.) And that
opened up enough bandwidth to
allow the new smart phones to
operate. Now we can sit in a
coffee shop and communicate
with the office, a girl friend or
family members in Switzerland.
(My niece is going to school
there.)
Had I told you 10 years ago
that vinyl records were going
away, along with turntables,
would you have believed me?
Would you have believed, when
I started writing this column in
1995 on my 500 megabite com-
puter, that 300 gigabytes would
be the norm by now?
Pagers used to buzz. Now
smartphones ring from any-
where you may be. And you can
assign different ringtones to
different callers. The DMV says
drive hands free and Bluetooth
gives you the power to talk with
both hands on the wheel. Come
to think of it, your car doesn’t
need a key to start any more and
the headlights go off automati-
cally.
George Jetson and Captain
Kirk only wish they had what
we have in 2010. And there is
more to come. How do I know?
I cheat. I get advance info from
the computer companies just
like Macally does. Last spring I
met with people who had come
to town to introduce 3D home
flat screens to the market. They
told me that ESPN was going to
have a 3D channel and that
George Lucas was digitizing his
“Star Wars” movies for Blu-ray
release. Now both have been
announced and should be here
by Christmas. (You saw it here
in the Business Journal first.)
Others have told me that the
desktop computer, as we have
known it, may become a thing
of the past. The pads and note-
book computers and smart
phones will do most of the
work.
World communications will
allow more and better connec-
tions. Some ideas will fail.
They have in the past—
Quadraphonic sound, new
Coke. Some will replace every-
thing you are lining up for this
holiday season. Our technology
grows and expands exponen-
tially. Remember that World
War II began with horses
pulling cannons into Poland
and ended with the launching of
a nuclear strike four years later.
Ten years from now you
will be amazed all over again at
what we will all share as com-
mon, expected parts of our life.
S e n d  t h i s  c o u p o n  w i t h  y o u r  d o n a t i o n  t o :
T h e  S m i l e  T r a i n
P O  B o x  9 6 2 3 1
Wa s h i n g t o n ,  D . C .  2 0 0 9 0 - 6 2 3 1
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Best-selling Business Books
“Sixty to Zero: An Inside Look at
the Collapse of General Motors—and
the Detroit Auto Industry,”
By Alex Taylor III, Yale University Press,
New Haven, Connecticut; 2010;
241 pages; $26.00.
Here are the current top 10 best-selling books for business. The
list is compiled based on information received from retail book-
stores throughout the U.S.A.
1. “Strengths Finder 2.0: A New and Updated Edition of the
Online Test from Gallup’s Now, Discover Your Strengths,” by
Tom Rath (Gallup Press…$22.95)(5)*
Discover your strengths and integrate them with your career.
2. “The Big Short: Inside the Doomsday Machine,” by Michael
Lewis; (W.W. Norton…$27.95)(1)
The reality behind The Great Recession. 
3. “Delivering Happiness: A Path to Profits, Passion, and
Purpose,” by Tony Hsieh (Grand Central Publishing…$23.90)(2)
Moving an online shoe retailer from survival to $1.2 billion.
4. “Too Big to Fail: The Inside Story of How Wall Street and
Washington Fought to Save the Financial Systems - and
Themselves,” by Andrew Ross Sorkin(Penguin Group…$32.95)(3)
Does the size of a failing company dictate government rescue?
5. “Crisis Economics: A Crash Course in the Future of Finance,”
by Nouriel Roubini and Stephen Mihm (Penguin Group…$27.95)(4)
The prominent economist who saw the financial crash coming.
6.  “Aftershock: The Next Economy and America’s Future,” by
Robert B.Reich (Alfred A. Knopf…$25.00)**
The last time so few people controlled the U.S. economy was 1928. 
7. “Drive: The Surprising Truth About What Motivates Us,” by
Daniel H. Pink (Penguin Group…$26.95)(6) 
What you thought you knew about motivation may be wrong.
8. “Blink: The Power of Thinking Without Thinking,” by
Malcolm Gladwell (Little,Brown & Co…$15.99)(7)
9. “How the Mighty Fall: And Why Some Companies Never Give
In,” by Jim Collins (HarperCollins...$23.95)(8)
Why companies that fail usually die of self-inflicted wounds.
10. “The Sellout: How Three Decades of Wall Street Greed and
Government Mismanagement Destroyed the Global Financial
System,” by Charles Gasparino (HarperCollins…$27.99)(9)
How greed and incompetence brought the financial system down.
____________________
*(1) -- Indicates a book’s previous position on the list.
** -- Indicates a book’s first appearance on the list.
Once upon a time, perhaps
as long ago as the year 2000,
General Motors Corporation
was the icon for what many still
considered to be the all-power-
ful U.S. automotive industry.
Furthest from the thoughts of
most captains of industry, econ-
omists, and business school
gurus was the possibility that
within nine years GM would
become the largest wreck on
the highway to economic disas-
ter. 
As author Alex Taylor puts
it:
“Because of its size and his-
tory, its products, and its adver-
tising, General Motors, along
with brands like Chevrolet and
Cadillac, is a name instantly
recognizable to people every-
where.
“Before their eyes…this
great company—hailed as a
monument to superior corpo-
rate management, technologi-
cal achieve, and produce excel-
lence—spiraled downward for
40 years before it crumbled into
bankruptcy in 2009 and had to
be rescued by the federal gov-
ernment. For years, GM was
the largest automaker in the
world and utterly dominated
the American market. Now it is
struggling to justify the invest-
ment of 50 billion dollars in
taxpayer money to keep it
alive.”
The auto industry, unlike
the banking industry, couldn’t
claim that too many cars were
sold to people who couldn’t
afford them. What was the
problem? The ancient Greeks
had a name for it: hubris.
According to author Taylor, the
company’s management could-
n’t conceive that “the GM way”
had any flaws in it, even as late
as six months before the bank-
ruptcy. He comments:
“In many ways the story of
GM is a tragic one. The compa-
ny fell because diligent, well-
meaning individuals with tradi-
tional American values of thrift
and hard work couldn’t do
things well enough despite
years of trying to keep the com-
pany competitive and safeguard
it from an economic downturn.
In retrospect, it is shocking. In
my more than 30 years of cov-
ering the auto industry, the vast
majority of GM’ers I have met
have been smart, sincere, duti-
ful, and diligent. But in work-
ing for the largest company in
the world, they became self-ref-
erential, inwardly focused, and
wedded to the status quo-traits
that persisted even when GM
was on the brink of collapse.
They preferred stability over
change, continuity over disor-
der, and GM’s way over any-
body else’s. Those personality
defects turned out to be fatal.”
At its peak in the 1950s and
‘60s, GM joined other U.S.
companies in posting its diver-
sification into other businesses,
some related to GM’s core
business of selling cars and
trucks, and others less so. It
was the era financing cars
through GMAC that made
some sense and a lot of money
for GM. Getting into the per-
sonal finance and home mort-
gage made less sense. A case
could be made for buying EDS
from Ross Perot, so GM made
it. Ross Perot came along as
part of the package including a
generous portion of GM stock.
Perot, the poster child for red-
blooded American entrepre-
neurial talent, at first couldn’t
believe the head-in-the-sand
approach GM took to problem
solving nor the bureaucratic
hardening of the arteries that
plagued the company. 
The author also goes on to
note that although the leader-
ship at GM wasn’t oblivious to
the impact of the Japanese and
Korean auto industries, they
didn’t seem to learn much from
them either. As a case in point
Taylor cites the fact that it was
far from a closely held secret
that Toyota often shared parts
among their various makes and
models. It helped reduce both
their overall and unit costs. It
was something that rarely, if
ever, took place in GM.
“Sixty to Zero,” offers a
thorough look, warts and all, at
what has happened to the
American auto industry during
the past 20 years. It may be a
reverse Horatio Alger story, but
it’s one we can learn from if we
have the courage look, listen,
and do what has to be done.
--Henry Holtzman
November 2010
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can call their own is the least
you can do for them.
“We are on the cusp of a new
business era,” concludes Libert.
“Building a new Social Nation
isn’t just about a paradigm shift
in technology. It also requires a
business and cultural shift in
how your company is organized
and run. Now is the time for
leaders, their organizations, and
you to find a way to connect to
individuals—be they coworkers,
investors, customers, or part-
ners—on personal and social
levels. Do all of this with an
appropriate amount of fore-
thought and planning, and you’ll
succeed in creating enduring
social and emotional value for
your organization.”
For additional information,
visit www.socialnationbook.com
Top Ten...
continued from pg. 16
remember its always “Hammer
Time.”
Fred “Hammer”
Williamson is a former football
player turned actor. He played
in the NFL for Oakland and
Kansas City Chiefs appearing
in Super Bowl 1. As an actor, he
has appeared in over 80 films.
Fred currently resides in Palm
Springs and can frequently be
seen on courses throughout the
valley.
“The Hammer”...
continued from pg. 44
tice and experience, the devel-
opment of China’s equity mar-
ket and CBEX’s establishment
as a transparent, justice and
open  platform for disposing of
state-owned equities.
In recent years, CBEX has
accumulated countless interna-
tional projects and investor
resources and positioned itself
as the top exchange in China’s
equity exchange market with an
annual turnover around 130 bil-
lion Renminbi (the currency of
the People’s Republic of China)
by 2009.
CBEX officials posted the
CSUSB students’ visit on the
main page of the CBEX web-
site.
More information about the
trip can be found at the follow-
ing blogs:
www.jenelleinchina.blogspot.co
m and at
www.jenel le inchina.word-
press.com.
For more information about
CSUSB’s Graduate and
International Programs, contact
Frank Lin at (909) 537-5700 or
by e-mail at flin@csusb.edu.
For more information on
Cal State San Bernardino, con-
tact the university’s Office of
Public Affairs at (909) 537-5007
and visit the university’s news
site at news.csusb.edu.
CSUSB...
continued from pg. 1
people want it all the time
because they can only get it
every so often. It’s like a sand-
wich that plays hard to get.
Plenty of people are
pulling out all the stops to nab
one (or 12) for themselves.
Web searches on “mcrib
mcdonald’s” are up over
1,000% and related lookups
on “mcrib locator” are also
through the roof. Just remem-
ber to chew before you swal-
low.
The McRib...
continued from pg. 35
stamp artist. He won the
1998–99 Federal Duck Stamp
Art Competition, and has
designed more than 70 state
duck stamps to date. He is a
graduate of the Rhode Island
School of Design and earned a
masters degree in fine art
printmaking from San
Francisco State University.
Bob Steiner won his first
duck stamp art competition
when he was chosen as the
winner of the 1981 California
Duck Stamp contest. He has
been selected as the “Featured
Artist” for the Hudson River
Wildlife Art Festival, the San
Bernardino County Museum’s
Wildlife West Festival, and
the Pacific Flyway Decoy
Association’s show. He was
also awarded an Honorary
Lifetime Membership by The
Park Rangers Association of
California for his outstanding
contributions to California’s
wetlands preservation efforts.
Other participating artists
are Rita Bechtold (Fountain
Valley, CA), Cliff Barnes
(Burbank, CA), Bill Churchill
(Anaheim, CA), Ray Brown Jr
(Lake Forest, CA), Barbara
Jean Emerich (Boron, CA),
Mike Diaz (Ramona, CA),
Truong Buu Giam
(Westminster, CA), Lynn
Freed (Laguna Beach, CA),
Carol Heiman-Greene
(Orange, CA), Pat Gilmore
(Vista, CA), Gary Johnson
(Crestline, CA), Lee
Kromschroeder (Escondido,
CA), Leslie Kirchner (Green
Valley, CA), Sally Quenette
(Ramona, CA), Linda
Merchant (Perris, CA), David
R. Rojas (Carmel Valley, CA),
Arlene Rheinish (Trabuco
Canyon, CA), Pam Stoehsler
(Klamath Falls, OR), Dennis
Schroeder (Junction City,
CA), Rob Sutton (Monrovia,
CA), Diane Versteeg
(Spokane, WA), Linda Walker
(Bemidji, MN), and Dennis
Zervas (Lake Forest, CA).
Wildlife...
continued from pg. 23
Officers returning for another
year are Vice
President/Marketing Scott
Burch, principal of Scott Burch
Design, Susan Sagle, Vice
President/Client Programs,
retired oncology nurse, and
Secretary Lilli Mandelik,
healthcare executive.
Founded in 1994, Desert
Cancer Foundation (DCF) is a
non-profit organization dedi-
cated to assisting residents in
the Coachella Valley and sur-
rounding communities who
need financial assistance in
obtaining screening, diagnosis
and treatment for cancer. To
date DCF has funded cancer
related medical treatment val-
ued at over $36 million for
local residents. More informa-
tion is available at www.desert-
cancerfoundation.org.
Desert Cancer...
continued from pg. 1
ent would receive from a co-
worker, colleague, or fellow
professional/executive, the
more likely they are to open it.
Open with the person’s name,
end with a signature line, have
the e-mail actually come from
a person instead of a generic e-
mail, etc.
1. Be CAN-SPAM
Compliant: Don’t be decep-
tive with the subject line,
include a full signature line
with address and phone num-
10 Keys...
continued from pg. 3
ber, include opt-out instruc-
tions, etc. For more details on
CAN-SPAM compliance, go
to:
http://www.ftc.gov/bcp/ed
u/pubs/business/ecommerce/b
us61.shtm
For more tips and further
details on any of the above
items, contact a representative
at
newmerchantservices@gmail.
com or call 904-697-1356. 
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A&J INSTALLATION
8620 BENNETT AVE.
FONTANA, CA 92335
ADVANCED CLEANING
SOLUTIONS
1125 KIMBARK AVE. 
SAN BERNARDINO, CA
92407
AGA WAREHOUSE CO.
INC.
7351 MCGUIRE AVE.
FONTANA, CA 92336
AGS DISTRIBUTION
13398 NOBLE PL. 
CHINO, CA 91710
ALL N1 SERVICES
17766 UPLAND AVE.
FONTANA, CA 92335
AMA MECHANICAL HVAC
9633 BEL AIR AVE. 
MONTCLAIR, CA 91763
B AND B SERVICES
15111 BEECHWOOD LN.
CHINO HILLS, CA 91709
B&J TOTAL SERVICE CO
14384 GOLDEN CREST DR.
CHINO HILLS, CA 91709
BETTY’S TRUCKING
1356 NORTH K ST. 
SAN BERNARDINO, CA
92411
BRUTALITY
13270 MAMMOTH ST. 
HESPERIA, CA 92344
CALIFORNIA JUDGMENT
RECOVERY CENTER
12378 SAN DIMAS ST. 
VICTORVILLE, CA 92392
CALIFORNIA MACHINE
SPECIALTIES
12282 COLONY AVE.
CHINO, CA 91710
CHEF SMACKEE JACKEE
CATERING
9955 PALMETTO AVE.
FONTANA, CA 92335
COLOR ME MINE OF
CHINO HIILLS
13865 CITY CENTER DR.
CHINO HILLS, CA 91709
COUNTRY WAGGIN
RESORT AND GROOMING
9360 BASELINE RD. 
STE. K AND L
ALTA LOMA, CA 91701
CREDIT SOLUTIONS R US
1464 E HIGHLAND AVE.
SAN BERNARDINO, CA
92406
DANIELLE BLANKENSHIP
TUTORIAL SERVICES
666 MORMAN SPRINGS RD.
CRESTLINE, CA 92325
DIAMOND POOLS
14975 S. HIGHLAND AVE.
STE. 61 
FONTANA, CA 92336
DONUTS N MORE
79N GROVE AVE.
STE. B 
UPLAND, CA 91786
DRIVE TIME DRIVING
SCHOOL
2950 N. GOLDEN AVE. 
SAN BERNARDINO, CA
92404
EASTWEST PARTNERSHIP
10808 6TH ST.
RANCHO CUCAMONGA,
CA 92336
ECS
18422 BEAR VALLEY RD.
STE. 80 
VICTORVILLE, CA 92395
EL PREMIER NIGHT CLUB
1915 E MAIN ST.
BARSTOW, CA 92311
ELLITE MERCHANT
PAYMENT SOLUTIONS
13089 PEYTON DR.
STE. C110 
CHINO HILLS, CA 91709
EQUITY FINANCIAL &
TECHNOLOGY CENTER
1464 E HIGHLAND AVE.
SAN BERNARDINO, CA
92406
EULITA MUSIC GROUP
1541 KRAUSE LN. 
LAKE ARROWHEAD, CA
92352
EXCELSIOR CHARTER
SCHOOLS
18422 BEAR VALLEY RD.
STE. 80 
VICTORVILLE, CA 92395
EXIST ASSIST
215 E HOME ST. 
RIALTO, CA 92376
EXPRESS TIRES
5825 HWY 58
STE. A
BORON, CA 93215
FAR AWAY PARTNER
7351 MCGUIRE AVE.
FONTANA, CA 92336
FINGER FURNITURE
10808 6TH ST.
RANCHO CUCAMONGA,
CA 92336
FUTURAMA MODERN
FURNITURE
6363 SMOKETREE AVE.
TWENTYNINE PALMS, CA
92277
GFS CONSULTING GROUP
17868 HWY 18 
STE. 404 
APPLE VALLEY, CA 92307
GUANG DONG YIHUA
TIMBER INDUSTRY CO.
LTD
10808 6TH ST. 
RANCHO CUCAMONGA,
CA 92336
H&L FOODS
1440 S VINEYARD
ONTARIO, CA 91761
HEARTHELM 
PRODUCTIONS
4957 AGATE DR. 
CHINO HILLS, CA 91709
HI DESERT MACHINE
13470 MANHASSET RD.
STE. 5 
APPLE VALLEY, CA 92308
HOLIDAY INN EXPRESS &
SUITES
72535 29 PALMS HWY 29
PALMS, CA 92287
INLAND COUNTY
PLUMBING CO.
3048 MAYFIELD DR. 
SAN BERNARDINO, CA
92405
INSPIRED IMAGERY
12257 CHICORY CT. 
RANCHO CUCAMONGA,
CA 91739
INTEGRITY CAPITAL
14860 ROSETOWN AVE.
FONTANA, CA 92336
J. K-9 CENTER
926 E. FRANCIS ST.
ONTARIO, CA 91761
J.M.G TRUCKING
8610 HELMS AVE.
RANCHO CUCAMONGA,
CA 91730
JAMII BORA
7891 ELDORADO ST.
FONTANA, CA 92336
JB WELDING SERVICE
428 E RIALTO AVE. 
SAN BERNARDINO, CA
92408
JBF TRUCKING
641 E. SCOTT ST. 
RIALTO, CA 92376
LACK'S STORES INC.
10808 6TH ST. 
RANCHO CUCAMONGA,
CA 92336
LATOKYO
2254 N. SYCAMORE
AVENUE RIALTO, CA 92377
LIONS SHARE REALTY
13849 AMARGOSA
STE. 206 
VICTORVILLE, CA 92392
LUX VIP
290 N. BENSON AVE. 
STE. 6 
UPLAND, CA 91786
M&M CREATION
14317 GRAYFOX LN. 
VICTORVILLE, CA 92394
MAGNUM SEA AND LAND
8979 LAGER RD.
PHELAN, CA 92371
MASTER AUTO SALES
775 SOUTH GIFFORD AVE.
STE. 23 
SAN BERNARDINO, CA
92408
MEDICAL WINGS
13429 COOLWATER ST. 
VICTORVILLE, CA 92392
METROPOLITAN SAFETY
DEPARTMENT
305 N. SECOND AVE.
STE. 110 
UPLAND, CA 91786
MOR FURNITURE
7351 MCGUIRE AVE.
FONTANA, CA 92336
MY RAINBOW DAYCARE
7000 DREW CT. 
ALTA LOMA, CA 91710
NATIONAL CLASS
REUNION SERVICE
26940 E. BASELINE 
HIGHLAND, CA 92346
NAWFIJAH CITY REALTY
& FINANCIAL GROUP
241 E BASELINE RD.
STE. H 
RIALTO, CA 92376
NEW START DATING
13257 TRONA CT. 
HESPERIA, CA 92344
NKEM SPECIALTIES
241 E BASELINE RD. 
STE. H 
RIALTO, CA 92376
PATRIOT FREIGHT
SERVICE
8311 HAVEN AVE.
STE. 220 
RANCHO CUCAMONGA,
CA 91730
PLUS 1 PERFORMANCE
TIRE & AUTO INC.
3704 E. HIGHLAND AVE.
HIGHLAND, CA 92346
POWELL COMPANY
7351 MCGUIRE AVE.
FONTANA, CA 92336
PRETTY EVENTS
13429 COOLWATER ST. 
VICTORVILLE, CA 92392
QUINONEZ #2
15342 YUCCA AVE.
FONTANA, CA 92335
RENT A SHAFT
5566 SCHARF AVE.
FONTANA, CA 92336
ROMAN TINT INC
1436 N. AYALA DR. 
STE. M 
RIALTO, CA 92376
ROYAL MARKET
DBA/MEGA 9LIQUOR
716 TENNESSEE ST. 
REDLANDS, CA 92374
S&R ENTERPRISES
772 W. WINCHESTER DR.
RIALTO, CA 92376
SENIORS HELPING
SENIORS
14469 RODEO DR. 
STE. 15 
VICTORVILLE, CA 92395
SHEAR INNOVATIONS
1042 N MOUNTAIN AVE.
STE. B131 
UPLAND, CA 91786
SPECIAL
INVESTIGATIONS GROUP
305 N. SECOND AVE. 
STE. 110 
UPLAND, CA 91786
ST. GRACE CHARITABLE
NETWORK
1476 W 9TH ST.
STE. B-1 
UPLAND, CA 91786
STAR JEWELRY
463 E. FOOTHILL BLVD.
STE. 304 
RIALTO, CA 92376
STARZ PREFERRED 
SERVICES
6752 BALTIMORE CT. 
RANCHO CUCAMONGA,
CA 91701
TAXABILITY TAX 
SERVICE
6269 SUNNY MEADOW LN. 
CHINO HILLS, CA 91709
TEAM NO EXCUSES
12541 BERMUDA CT.
VICTORVILLE, CA 92392
THE SHEAR LOUNGE
9565 BUSINESS CENTER
DR.
STE. E 
RANCHO CUCAMONGA,
CA 91730
THE WARRIOR’S LOTUS
2320 E. THIRD ST. 
SAN BERNARDINO, CA
92410
TIR RUAIDH IRISH
DANCE COMPANY
325 ALABAMA ST. 
STE.  4 
REDLANDS, CA 92373
TRADER JEFF’S
6363 SMOKETREE AVE.
TWENTYNINE PALMS, CA
92277
UNITED CLEANING 
SERVICE
6752 BALTIMORE CT. 
RANCHO CUCAMONGA,
CA 91701
V MOTORS
241 E BASELINE RD. 
STE. H 
RIALTO, CA 92376
XCOTIC XCHOES
2320 E. THIRD ST. 
SAN BERNARDINO, CA
92410
A & E TOWING
17435 CATALPA ST. 
STE. 2A
HESPERIA, CA 92345
A PROPERTY
MANAGEMENT
COMPANY
15330 ASH ST. 
HESPERIA, CA 92345
A TO Y HOME SERVICES
15969 MOJAVE ST. 
HESPERIA, CA 92345
ANIXTER 
INTERNATIONAL
515 N. SMITH ST. 
STE. 101 
CORONA, CA 92880
BAKER AIR
200 S LINDEN AVE. 
STE. 17V
RIALTO, CA 92376
BEAR VALLEY MASSAGE
545 THRUSH 
STE. 1 
BIG BEAR LAKE, CA 92315
BEDAZZLE MY EVENTS
1334 W. 9TH ST. 
UPLAND, CA 91786
BODY BY TRA
1933 11TH ST. 
STE. D 
UPLAND, CA 91786
BRAIN ZONE
4053 BAYBERRY DR. 
CHINO HILLS, CA 91709
BRAIN ZONE READING &
LEARNING CENTER
4053 BAYBERRY DR. 
CHINO HILLS, CA 91709
C.J. INVESTMENT
ORGANIZATION, LLC
12050 ROSEHILL DR.
FONTANA, CA 92337
CENTURY COINS
15885 MAIN ST. 
STE. 200 
HESPERIA, CA 92345
CHRISTMAS TREES
DIRECT
15850 APPLE VALLEY RD.
APPLE VALLEY, CA 92307
DE PARMA
8922 BEECH AVE.
FONTANA, CA 92335
DIN TECHNOLOGY
14740 PIPELINE AVE.
STE. D 
CHINO HILLS, CA 91709
ENCHANTED CRYSTAL
31982 HILLTOP BLVD. 
RUNNING SPRINGS, CA
92382-3091
ENER-TECH 
CONSTRUCTION 
SERVICES
13347 CRYSTAL CT. 
VICTORVILLE, CA 92392
FASS LOGISTICS
16177 CERES AVE.
STE. 1 
FONTANA, CA 92335
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MY AMERICAN SCHOOL
1505 CORONA AVE.
NORCO, CA 92860
SOETER,GRACE KIM
1505 CORONA AVE.
NORCO, CA 92860
PHENOMENON 
ENTERPRISES
1172 N. 8TH ST.
BANNING, CA 92220
MARVILLE, JR. EMILIO
REYNALDO
1172 N. 8TH ST.
BANNING, CA 92220
PHENOMENON 
MAINTENANCE SERVICE
1172 N. 8TH ST.
BANNING, CA 92220
TRANSLOADING EXPRESS
336 E. ELLIS AVE.
PERRIS, CA 92572
HIGH SPEED NETWORKS
CABLING
3538 SHELLEY WAY
RIVERSIDE, CA 92503
MARTINEZ, NATHAN
JESUS
11711 COLLETT AVE.
STE. 1333
RIVERSIDE, CA 92505
HIGH SPEED NETWORKS
CABLING
3538 SHELLEY WAY
RIVERSIDE, CA 92503
MORALES, GERARDO
3538 SHELLEY WAY
RIVERSIDE, CA 92503
ONPOINT CONSUMER
LAW CENTER
170 NORTH MAPLE ST.
STE. 108
CORONA, CA 92880
ENOS, ROBIN WILLIAM
22928 KATHRYN AVE.
TORRANCE, CA 90505
ONPOINTCONSUMER-
LAWCANTER.COM
170 NORTH MAPLE ST.
STE. 108
CORONA, CA 92880
ENOS, ROBIN WILLIAM
22928 KATHRYN AVE.
TORRANCE, CA 90505
NUEVO BASEBALL AND
ASA SOFTBALL
31228 PARK AVE.
NUEVO, CA 92567
CIVIL JUDGMENT
ENFORCEMENT UNIT
27394 SHIMMER CT.
MORENO VALLEY, CA
92555
VAN WILLIAMS, LORNE
JON
27394 SHIMMER CT.
MORENO VALLEY, CA
92555
CREADOUX
7203 ARLINGTON AVE. 
STE. G
RIVERSIDE, CA 92503
HADDIX, NATHANAEL
JAMES
8001 ROCKFORD CIR.
RIVERSIDE, CA 92509
A & M SUPPLIES
19232 S. GUNLOCK
CARSON, CA 90746
WARREN, BRAD JAMES
19232 S. GUNLOCK
CARSON, CA 90746
ALL STATE HOME 
SERVICES
19232 S. GUNLOCK
CARSON, CA 90746
WARREN, BRAD JAMES
19232 S. GUNLOCK
CARSON, CA 90746
KAUNAS FINANCIAL
40063 PORTSMOUTH RD.
TEMECULA, CA 92591
ROSE, CLAUDIA JILL
40063 PORTSMOUTH RD.
TEMECULA, CA 92591
RUSTICO RISTORANTE
AND PIZZERIA
29940 HUNTER RD.
MURRIETA, CA 92563
MOTEL 6 MANAGEMENT
OF #4196
3885 W. FLORIDA AVE.
HEMET, CA 92545
NAK DONG INC.
2075 SHANNON CT. 
STE. 3
DIAMOND BAR, CA 91765
KING 1
10563 ARLINGTON AVE.
RIVERSIDE, CA 92505
TITTLE, KENNETH
DWAYNE
10563 ARLINGTON AVE.
RIVERSIDE, CA 92505
BELS PRODUCTIONS
5661 CAMINO REAL DR.
RIVERSIDE, CA 92509
MANCILLA, ELIAS
5661 CAMINO REAL DR.
RIVERSIDE, CA 92509
BELS TRAINING & 
CONSULTING
5661 CAMINO REAL DR.
RIVERSIDE, CA 92509
ANGEL GUARDIAN 
FAMILY
27961 RADFORD DR.
MENIFEE, CA 92586
CINCINELLI-STEVENS,
ROSEMARIE
31215 BYERS ST.
MENIFEE, CA 92584
MORNINGSTAR 
PRODUCTIONS
1332 CRYSTAL CT.
PALM SPRINGS, CA 92264
RAND LARSON & 
ASSOCIATES, INC.
255 N. EL CIELO
STE. 140-312
PALM SPRINGS, CA 92262
QUEER SHOPPING 
CHANNEL
720 N. DRYFALLS RD.
PALM SPRINGS, CA 92262
COLAVITO, PHILIP
720 DRY FALLS RD.
PALM SPRINGS, CA 92262
QUEER SHOPPING 
NETWORK
720 N. DRYFALLS RD.
PALM SPRINGS, CA 92262
COLAVITO, PHILIP
720 DRY FALLS RD.
PALM SPRINGS, CA 92262
REESA ENTERPRISES,
LLC
68005 SEVEN OAKS PL.
CATHEDRAL CITY, CA
92234
DESERT MARTIAL ARTS
INSTRUCTION
1013 VIA GRANDE
CATHEDRAL CITY, CA
92234
VALENTIN, JON CHARLES
1013 VIA GRANDE
CATHEDRAL CITY, CA
92234
SEWFAST DESIGN
78660 CARNES CIR.
LA QUINTA, CA 92253
JAMESON, JOHN 
BENJAMIN
78660 CARNES CIR.
LA QUINTA, CA 92253
JAMESON, ROSE MARY
78660 CARNES CIR.
LA QUINTA, CA 92253
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FURNITURE FOR LESS
7201 HAVEN AVE.
STE. E-587 
RANCHO CUCAMONGA,
CA 91701
ADVANTAGE VITAMIN
HEALTH & BODY
15923 BEAR VALLEY RD.
STE. B120 
HESPERIA, CA 92345
AIRBUG
1333 PLUMWOOD LN. 
MENTONE, CA 92359
ATTAR AUTOS
1538 HOWARD ACCESS RD.
UPLAND, CA 91786
BOB’S HITCH AND 
TRAILER
17056 HERCULES ST. 
STE. 203 
HESPERIA, CA 92345
BPOPICS4U
16180 JOSHUA RD. 
APPLE VALLEY, CA 92307
BREASTFEEDING AND
BEYOND
16303 YORBA LINDA LN.
FONTANA, CA 92336
BUILT RITE 
CONSTRUCTION CO.
27997 WEST SHORE RD.
LAKE ARROWHEAD, CA
92352
CAL CARGO XPRESS
1151 E. MAIN ST. 
ONTARIO, CA 91761
CHINO BARBERS & HAIR
SALON
3757 RIVERSIDE DR. 
STE. C 
CHINO, CA 91710
CLEAN CUT MOBILE
DETAILING
7461 SMOKEWOOD RD.
HIGHLAND, CA 92346
CLEANER DEPOT
311 W FOOTHILL BLVD.
RIALTO, CA 92376
COMPUTER HEADZ
27000 BASELINE 
STE. F 
HIGHLAND, CA 92346
CREATIVE LANDSCAPES
BY PAUL C. WOLTZE
621 MONTEREY ST. 
REDLANDS, CA 92373
CUT & BEAUTY SALON
3757 RIVERSIDE DR. 
STE. C 
CHINO, CA 91710
CYBERTEK
2187 LARIMORE LN. 
MENTONE, CA 92359
DELMY’S SUBS & PIZZA
STOP
1357 KENDALL DR. 
STE. 15 
SAN BERNARDINO, CA
92407
DELTA ELECTRIC
35606 BARBARA LN.
YUCAIPA, CA 92399
E & A LOGISTICS
10230 HEMLOCK AVE.
FONTANA, CA 92335
E AND J BARBERS
458 N MOUNTAIN AVE.
ONTARIO, CA 91762
EASY CHOICE 
ELECTRONICS
1332 W. FOOTHILL BLVD.
STE. 9 
RIALTO, CA 92376
ELITE LIVE SCAN &
PROCESS SERVER
211 SOUTH ORANGE ST.
RIALTO, CA 92376
EMPOWERMENT
COMMUNITY MINISTRIES
102 N. LEMON AVE.
STE. 131 
ONTARIO, CA 91764
EXPRESS TAX 
EXEMPTION.COM
3200 GUASTI RD. 
STE. 100 
ONTARIO, CA 91761
FENIX FIRE AND 
SECURITY SYSTEMS
241 SYLLMAR CIR. 
CALIMESA, CA 92320
FMF METALWORKS
88 FAIR DR. 
COSTA MESA, CA 92880
GATEWAY PLUMBING
SUPPLY
1777 WOODLAWN ST. 
STE. G-9 
UPLAND, CA 91786
HIGHER TEK STONE
5199 BROOKS ST. 
STE. D 
MONTCLAIR, CA 91763
HONG EXPRESS LLC
2639 WEST
WINDHAVEN DR. 
RIALTO, CA 92377
HRSM SOLUTIONS
409 E VICTORIA ST. 
RIALTO, CA 92376
IGLESIA EMMANUEL
10790 S CENTRAL AVE.
ONTARIO, CA 91762
KAIZEN PEST
MANAGEMENT
3303 S ARCHIBALD AVE.
STE. 220 
ONTARIO, CA 91761
MB SOLUTIONS INC.
16180 JOSHUA RD. 
APPLE VALLEY, CA 92307
MBM NUTRITION
1255 W 7TH ST. 
UPLAND, CA 91786
MOUNTAIN PAWN
23987 LAKE DR. 
CRESTLINE, CA 92325
OLD STYLE CLASSICS
647 W. EL MOLINO ST.
BLOOMINGTON, CA 92316
PROWASHXPRESS
10520 SIERRA AVE.
FONTANA, CA 92337
QUALITY EQUIPMENT
RENTAL
13940 ROSE AVE.
FONTANA, CA 92337
RAD SERVICE
20848 OTOE RD. 
APPLE VALLEY, CA 92307
SATORY PHOTOGRAPHY
510 FUR ST.
COLTON, CA 92324
SIERRA EM CHEVRON
10510 SIERRA AVE.
FONTANA, CA 92337
SIMPLIFILE
2506 WEST LOMA
VISTA DR. 
RIALTO, CA 92377
SOL ROAD SERVICE
8554 CHERRY AVE.
FONTANA, CA 92335
STONECRAFTERS USA
25911 HINCKLEY ST. 
LOMA LINDA, CA 92354
TAYLOR LAW OFFICES
3200 GUASTI RD.
STE. 100 
ONTARIO, CA 91761
THE NANNY PLUS
8400 VIA AIROSA
RANCHO CUCAMONGA,
CA 91730
AAA CHECK CASH #2
(L.L.C)
8127 MULBERRY AVE.
STE. 108 
FONTANA, CA 92335
ABC MAINTENANCE
633 STATE ST. 
STE. A
ONTARIO, CA 91762
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EL SIERRENO 
RESTAURANT
68-525 RAMON RD.
STE. A104
CATHEDRAL CITY, CA
92234
GONZALEZ CARRANZA,
BENJAMIN 
10840 SANTA CRUZ RD.
DESERT HOT SPRINGS, CA
92240
FASHION CUT’S SALON
82674 HWY 111
STE. 2
INDIO, CA 92201
MARTINEZ, ARELI 
LILIAN
84390 REDONDO NORTE
COACHELLA, CA 92236
JIM KANOSKI PAINTING
82682 CODY DR.
INDIO, CA 92203
KANOSKI, JAMES PAUL
82682 CODY DR.
INDIO, CA 92203
KANOSKI PAINTING AND
DECORATING
82682 CODY DR.
INDIO, CA 92203
DESERT PLASTIC
SURGERY MEDICAL
CENTERS
72-301 COUNTRY CLUB DR.
STE. 106
RANCHO MIRAGE, CA
92270
MARCINKUS, RIM
24 MESA VISTA DR.
RANCHO MIRAGE, CA
92270
CUSTOM GOLF
96 SANTA ANITA
RANCHO MIRAGE, CA
92270
GREEN, ALLEN 
ALEXANDER
96 SANTA ANITA
RANCHO MIRAGE, CA
92270
SALADWORKS
40101 MONTEREY AVE.
STE. F-1
RANCHO MIRAGE, CA
92270
BRUCE P. BEAR LLC
72806 BURSERA WAY
PALM DESERT, CA 92260
A1 DESERT IRRIGATION
78525 VISTA DEL FUENETE
INDIAN WELLS, CA 92210
DI BERNARDO, TONI
JOANNE
78525 VISTA DEL FUENTE
INDIAN WELLS, CA 92210
ALL SEASONS TREE 
SERVICES
78525 VISTA DEL FUENETE
INDIAN WELLS, CA 92210
CIRCLE APPRAISAL
GROUP
7753 BLUE MIST CT
CORONA, CA 92880
MASTER, SUJAN JATIN
7753 BLUE MIST CT.
CORONA, CA 92880
SHOGUN SUSHI
33527 YUCAIPA BLVD. 
STE. C1
YUCAIPA CA 92399
YEA CHAN 
CORPROATION
35267 TREVINO TRAIL
BEAUMONT, CA 92223
QUALITY FLOOR 
COVERING
5353 APPLETON ST.
RIVERSIDE, CA 92504
CHACON, YESENIA
5353 APPLETON ST.
RIVERSIDE, CA 92504
QUALITY FLOOR 
SPECIALTY
5353 APPLETON ST.
RIVERSIDE, CA 92504
LOPEZ, NEFTALI
AGUILAR
5353 APPLETON ST.
RIVERSIDE, CA 92504
REGAL MORTGAGE
400 S. RAMONA AVE.
STE. 212A
CORONA, CA 92879
GOLDEN EMPIRE
MORTAGE, INC.
1200 DISCOVERY DR.
STE. 300
BAKERSFIELD, CA 93309
MONTHLY IMPRESSIONS
MAGAZINE
23750 ALESSANDRO BLVD.
STE. L107
MORENO VALLEY, CA
92553
TUROV, PAUL PAVEL
22450 SCARLET SAGE WAY
MORENO VALLEY, CA
92557
BIG INSTALL
10065 SYCAMORE 
CANYON RD.
MORENO VALLEY, CA
92557
FABRO, ELISEO
10065 SYCAMORE 
CANYON RD.
MORENO VALLEY, CA
92557
KID’S PLANET CLOTHING
31069 TEMECULA
PARKWAY
STE. B
TEMECULA, CA 92590
KPC, INC.
17 VISTA DE MONTANAS
MURRIETA, CA 92562
POP ENJOY
42041 JUNIPER ST.
MURRIETA, CA 92562
DARBY, BETTY LOUISE
42691 JUNIPER ST.
MURRIETA, CA 92562
THE CATHERING 
COMPANY
15883 GRAND AVE.
LAKE ELSINORE, CA 92590
WALKER, ANTHONY
29473 TOURS ST.
LAKE ELSINORE, CA 92530
GREER PHOTOGRAPHY
22640 HUNWUT DR.
WILDOMAR, CA 92595
GREER, VALERIE 
LORRAINE
22640 HUNWUT DR.
WILDOMAR, CA 92595
HARI WE “R”
1217 6TH ST.
STE. 1B
NORCO, CA 92860
DEOCA, SHAWNA LOUISE
3273 CLEARING CIR.
CORONA, CA 92882
METANOIA
2473 CAVALCADE CT.
PERRIS, CA 92571
ALCARAZ, ANA ROSA
2473 CAVALCADE CT.
PERRIS, CA 92571
NATHAN-MARCUS
2460 HAMNER AVE.
NORCO, CA 92860
MARQUEZ, PATRICIA ANN
3071 VALLEY VIEW AVE.
NORCO, CA 92860
FIELD ASSET
MANAGEMENT
22803 PEBBLESTONE DR.
NUEVO, CA 92567
CADENA, DANA LYNN
22803 PEBBLESTONE DR.
NUEVO, CA 92567
GENESIS ASSISTED 
LIVING CONSULTING
3021 ASTORIA ST.
CORONA, CA 02879
MILITELLO, MARK
3021 ASTORIA ST.
CORONA, CA 92879
GENESIS ASSISTED 
LIVING CONSULTING
3021 ASTORIA ST.
CORONA, CA 02879
MILITELLO, RACHEL
PENTECOSTED
9712 TAREYOTON AVE.
SAN RAMON, CA 94583
CHAMORRO STYLE
215 LEDGEWOOD LN.
SAN DIEGO, CA 92114
CASTRO, BRIDGIDA
MENO
215 LEDGEWOOD LN.
SAN DIEGO, CA 92114
INTEGRITY REHABILITA-
TION
30683 LILY POND LN.
MURRIETA, CA 92563
MONTILLANO PHYSICAL
THERAPIST P.C.
30683 LILY POND LN.
MURRIETA, CA 92563
EL POLLO FINO #3
1550 W. 6TH ST. 
STE. 101A
CORONA, CA 92882
HERNANDEZ, JR., 
ROBERTO
513 W. MAXZIM
FULLERTON, CA 92832
HERNANDEZ, JUAN
513 W. MAXZIM
FULLERTON, CA 92832
TROP STYLE PAINTBALL
1897 TROTTER TRAIL
NORCO, CA 92860
PANGELINAN, KARI JEAN
1897 TROTTER TRAIL
NORCO, CA 92860
COASTAL HOME RESCUE
32308 FIRESIDE DR.
TEMECULA, CA 92592
CORY, BLAKE EDWARD
336 N STAGECOACH LN.
FALLBROOK, CA 92028
INFINITY
CONSTRUCTION
30395 AINSWORTH PL.
LAKE ELSINORE, CA 92530
DOMINICK, VINCENT
PAUL
30395 AINSWORTH PL.
LAKE ELSINORE, CA 92530
SO CAL INK
43683 ALTAMURA CT.
TEMECULA, CA 92592
BROWN, JOSHUA DANIEL
43683 ALTAMURA CT.
TEMECULA, CA 92592
WRECKLESS
43683 ALTAMURA CT.
TEMECULA, CA 92592
BROWN, JOSHUA DANIEL
43683 ALTAMURA CT.
TEMECULA, CA 92592
BVMFG
35420 MARSHA LN.
WILDOMAR, CA 92595
VILLA, ROBERT ERNIE
35420 MARSHA LN.
WILDOMAR, CA 92595
JANI KING
3812 CARNELIAN CT.
PERRIS, CA 92570
HOPKINSON, SHARON
3812 CARNELIAN CT.
PERRIS, CA 92570
IRON CLAD HORSE 
SHOEING
22414 SAN JACINTO AVE.
SAN JACINTO, CA 92583
FLEMING, SHANNON
MELISSA
22414 SAN JACINTO AVE.
SAN JACINTO, CA 92583
IRON CLAD HORSE 
SHOEING
22414 SAN JACINTO AVE.
SAN JACINTO, CA 92583
SIMPLY SIGNS AND
GRAPHICS
22414 SAN JACINTO AVE.
SAN JACINTO, CA 92583
FLEMING, TRAVIS BRUCE
22414 SAN JACINTO AVE.
SAN JACINTO, CA 92583
ARLINGTON INN
6843 ARLINGTON AVE.
RIVERSIDE, CA 92504
BALJOGI INC.
6843 ARLINGTON AVE.
RIVERSIDE, CA 92504
RIVERSIDE T.A.P.
20306 PALOMAR ST.
WILDOMAR, CA 92595
BROCK, IAN JAMES
20306 PALOMAR ST.
WILDOMAR, CA 92595
MIYARD DESIGNS
31124 WELLLINGTON CIR.
TEMECULA, CA 92591
HOGAN, DONALD JACK
31124 WELLINGTON CIR.
TEMECULA, CA 92591
USE YOUR WORDS
27117 PUMPKIN ST.
MURRIETA, CA 92562
NIES, CHERYL LYNN
27117 PUMPKIN ST.
MURRIETA, CA 92562
ANGELCARE FOR
SENIORS
44626 CAMINO 
GONZALES ST.
TEMECULA, CA 92592
RABIE, ROSALIA ROBLES
44626 CAMINO
GONZALES ST.
TEMECULA, CA 92592
NEW IMAGE HAIR 
STUDIO
39028 WINCHESTER RD.
STE. 107
MURRIETA, CA 92563
DODDS, JUDITH LEE
25840 MCCALL BLVD.
SUN CITY, CA 92586
LOVE FLOATS
27195 GREENSTONE ST.
TEMECULA, CA 92591
SANTANA, ELVIRA
27195 GREENSTONE ST.
TEMECULA, CA 92591
PREMONITION 
CLOTHING
28822 OLD TOWN
FRONT ST.
STE. 307
TEMECULA, CA 92590
HARNED, TYLER 
RUSSELL
40252 HOLDEN CIR.
TEMECULA, CA 92591
PREMO-X CLOTHING
28822 OLD TOWN 
FRONT ST.
STE. 307
TEMECULA, CA 92590
NALL, CHAD EVERETT
ANTHONY
30423 DEER MEADOW RD.
TEMECULA, CA 92591
SUNSET MARKETING
SERVICES
1581 LIBERTY DR.
CORONA, CA 92881
CORTES, FELICIA ELAINE
1581 LIBERTY DR.
CORONA, CA 92881
JESSICA NURSERY
23205 NELLIE LN.
PERRIS, CA 92570
ADAME FLORES, SOFIA
23205 NELLIE LN.
PERRIS, CA 92570
99¢
41825 E. FLORIDA AVE.
HEMET, CA 92544
MOHAMAD, USMAN
15740 LESSELLE ST. 
STE. P
MORENO VALLEY, CA
92551
PINK LOTUS
296 JESSICA LN.
CORONA, CA 92882
PATEL, SHIVANI PRASAD
296 JESSICA LN.
CORONA, CA 92882
UNIQUE ILLUMINATIONS
39526 CALLE CABERNET
TEMECULA, CA 92591
LOGAN, KRISTINE ANNE
39526 CALLE CABERNET
TEMECULA, CA 92591
POLLERO, CHRISTINE
JEAN
39526 CALLE CABERNET
TEMECULA, CA 92591
JP MARKETING
29605 SOLANA WAY
STE. Q14
TEMECULA, CA 92591
PARKIN, JARON PARKIN
29605 SOLANA WAY Q14
TEMECULA, CA 92591
EZ DEBT SOLUTIONS
7177 BROCTON AVE.
STE. 106
RIVERSIDE, CA 92506
STUDENT MOVERS
38822 ROCKINGHORSE RD.
MURRIETA, CA 92563
WOOD, SHAWN MICHAEL
38822 ROCKINGHORSE RD.
MURRIETA, CA 92563
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Visit Desert Hot Springs:  California’s Spa City Home
To duck out and de-stress,
nothing beats the healing hide-
aways of Desert Hot Springs.
Situated high overlooking the
Palm Springs area, Desert Hot
Springs’ boutique resorts are
known world-wide for natural,
healing, and hot mineral
water. 
Its intimate inns offer an
impressive array of soothing
spa services—from salt scrubs
to spice massages, Finnish
saunas to facials, Ayruveda to
aromatherapy, power polishes
to poolside pedicures, waxing
to wraps (with clay and mud
and seaweed and many more
healing elements) and more. 
These desert resorts repre-
sent many styles: Mid-century
Modern, Moroccan, restored
Hacienda, B&B, casual, clas-
sic, clothing optional and
more. They draw visitors from
around the world and through-
out  the U.S. 
Theres something very
special about soaking in its
therapeutic mineral waters—
something this city wants you
to experience. For years places
in California like Calistoga,
Glen Ivy, Harbin Hot Springs
and the Esalen Institute have
drawn people from all over the
world to soak in its mineral
waters, and the spas of Desert
Hot Springs are no exception
to this attraction. Desert Hot
Springs’ mineral spring water
is pure and odor free. 
Past History of Desert
Hot Springs
To get a better understand-
ing of the history of Desert
Hot Springs, visit Cabot’s
Pueblo Museum.
In 1913, Cabot Yerxa
arrived in the desert as one of
its first homesteaders. He built
the Eagle’s Nest Cabin—the
first permanent building in the
area. He dug three wells. The
third tapped into the Mission
Springs Aquifer—the famed
future water supply for the
city of Desert Hot Springs.
By 1941, there was talk of
building a town around the
water supply so Yerxa, an
artist, architect, writer, trans-
lator, adventurer, discoverer
and mystic. Yerxa built a 35-
room Hopi-inspired pueblo
near the mountains. He hauled
sand in a Model T Ford and
mixed it with rocks and water
by hand. He did most of the
construction alone. He toiled
for over 20 years on the
beloved pueblo and in 1965, at
age 83, died of a heart attack.
During a vacation to
Desert Hot Springs, Cole
Eyraud discovered the proper-
ty in a state of disrepair. He
purchased it, and thanks to his
efforts, the pueblo now stands
as it did when Cabot Yerxa
built it. It has become Cabot’s
Pueblo Museum.
Today, the pueblo – a
“Riverside County Point of
Historic Interest” – houses an
amazing collection of Native
American pottery, arrowheads,
turn of the 20th century photo-
graphs (including a group shot
featuring Cabot Yerxa and
Teddy Roosevelt, a close
friend of Cabot’s mother),
original oil paintings by
Yerxa, a sculpture by Chief
Semu of the Chumash tribe (a
dear friend of Cabot’s), fur-
nishings (like Buffalo Bill
Cody’s chair) and more. It also
houses his Alaskan collections
– artifacts he gathered while
living with the Alaskan Inuits.
Among his many achieve-
ments, he wrote the first
Inuit–English dictionary,
which is in the Smithsonian
Institution.
When Cole Eyraud died,
he left the pueblo to the City
of Desert Hot Springs.
Health Benefits of Desert
Hot Springs
Balneology is the scientif-
ic study of the therapeutic
benefits of natural mineral
waters.  It is especially
advanced in Europe and
Japan.  Balneologists, the peo-
ple who study mineral waters,
wil tell you that a good hot
soak increases blood circula-
tion and cell oxygenation;
soaking stimulates your
metabolism (the revitalizing
effect),  and helps to balance
many of the body’s natural
systems.   Soaking can reduce
pain and increase mobility
(the good-feel effect).  Head to
the spas in Desert Hot Springs,
where the ‘magic waters’ from
a deep thermal aquifer serve
up a cocktail for the body and
soul.
Over 20 Spas in Desert
Hot Springs  
Today this tiny Southern
California desert town of silky
water is home to a range of
sensational spas offering
everything from salt scrubs to
Ayruveda to poolside power
polishes.  
Some of the spa resorts
include Two Bunch Palms,
Tuscan Springs, and the El
Morocco Inn and Spa.  In our
next issue of the Inland
Empire Business Journal we
will be reviewing and publish-
ing an article on the Miracle
Springs Resort & Spa with its
meeting and banquet facilities
serving up to 400.  Can’t wait
to soak in its mineral pools
and enjoy nature at its best!
Miracle Springs Resort & Spa
We Care Health Center & Retreat
“The Hammer” Hosting Annual Golf Event at Indian Canyon Resort
Hey, this is “the Hammer,” and on Dec. 3 I’m hosting my annu-
al celebrity golf event benefiting the Wounded Warrior Project and
other worthy local charities.  The event will be held at the historic
north course of the Indian Canyon’s Resort, home to the original
Frank Sinatra Celebrity golf tournament way back in the swinging
60’s.
Recently opened to the public, after years of being an exclusive
private member only club, the Indian Canyons Golf Resort’s north
course, was the hip hang out of people like Bob Hope, Walt Disney,
Sinatra and the “Rat Pack.”  On Dec. 3 you can play there with me
and my celebrity friends from the world of sports and entertain-
ment—and its all for a good cause and a worthy charity, the
Wounded Warrior Project.
The Wounded Warrior Project is a nonprofit organization
whose mission is to “honor and empower wounded warriors” of the
United States Armed Forces.  The Wounded Warrior Project (WWP)
works to raise awareness and enlist the public’s aid for the needs of
severely injured servicemen and women, to help severely injured
service members aid and assist each other, and to provide unique,
direct programs and services to meet their needs  This is the second
year we are supporting the Wounded Warrior Project—last year
many of my friends from the world of sports and entertainment came
out to support the event, which was televised by our sponsor KVCR
TV Channel 9.
This year we have a great group of invited celebrity guests,
including Smokey Robinson, Berry Gordy, Jim Brown, Jack Jones,
Jay Johnstone, Jerry Vale, Elgin Baylor, James McArthur, Joe
Mantegna, Richard Roundtree, Frankie Randal, Marcus Allen and
many, many from the world of sports and show business.  Come and
mingle with my celebrity friends and guests both at the tournament
as well as the pairings party to be held the night before the event at
Pete Carlson’s Golf and Tennis, located on Hwy 111 in Palm Desert
from 6 – 9 p.m.  Pete will have food, beer, wine, music, contest, raf-
fles, giveaways and a jazz band kicking off the tournament. There
will be a putting contest and Mercedes Benz of Palm Springs has
generously donated a 2010 Cabriolet as the hole – in – one prize.
After the tournament, there will be an awards ceremony, and
Leon’s at the Canyon will serve up a lunch for the golfing partici-
pants. There will be trophies for the top three teams as well as prizes
for closest to the hole and long drive.
My friend, retired baseball star and sportscaster, Jay Johnstone,
will be bringing his collection of sports memorabilia for a silent auc-
tion, and there will also be a live auction of some very special one-
of-a-kind items.
The Spa Hotel and Riviera Resort have graciously agreed to
house my guests, and KVCR TV will be bringing its “Hello
Paradise” TV crew to shoot the event as a full half-hour special to be
aired this coming season.
Bring your family and friends and support the Wounded Warrior
Project. A good time will be had by all, and you might get some
autographs and some great celebrity pictures.
You can pick up signup sheets from Pete Carlson’s and at the
Indian Canyon’s courses, or you can log on to www.palmspringsva-
cationdiscounts.com and click on the “Events” page where you will
see my smiling face.
Hope to see you there and continued on page 39
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